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pepsodent will feature Bob Hope 
in its new Magazine campaign, and 
is probably wondering whether a 
tooth-brushing sequence couldn’t be 
introduced into his next Paramount 
production. 
v 


Slacks are too comfortable ever 
to be discarded by women after the 
war, says Vera White. Here’s an- 
other glaring example of how wars 
are always blamed for loose living. 
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In spite of the fact that financial 
is the only classification showing a 
linage loss for the first two months 
of 43, the newspapers say the finan- 
cial situation looks all right. 
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‘He killed the starry-eyed aster- 
isk,” says Business Week of a re- 
cent editorial action, but Eye* 
Catchers, Inc., has decided to re- 
main as astronomical as ever. 
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The present book boom is ascribed 
by an ADVERTISING AGE reporter to 
, decline in travel. But have you 
tried to exercise an option on a 
lower lately? 


7, = & 


A Congressman is sponsoring a 
resolution favorable to the mainte- 
nance of professional sports as an 
aid to morale. Even looking at the 
Senators might help a statesman’s 
morale’ on a July day in Washing- 
ton. 
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Maybe if Congress puts through 
that resolution on sports, Annie 
Oakleys to Pimlico and Bowie, as 
well as Clark Griffith’s baseball em- 
porium, would circulate more freely 
yn the Hill. 
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Harry Luce must be just a bit 
astonished when he sees what has 
happened to the idea a couple of 
bright boys from Yale decided to 
put over twenty years ago. 
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There’s a lot of emotion being 
expended on both sides of the grade 
labeling debate, but it’s just pos- 
ible that, like women’s suffrage, its 
mportance may have been vastly 

errated. 
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Claude Wickard lost out, it is re- 


rted, because he didn’t enthuse 

er Mrs. Roosevelt’s idea for a wo- 
en’s land army. It’s a wise poli- 
ticlan who knows which column to 
ead, 


. } | 


\ court has decided that “fun- 
s” can’t be used as part of a 
igazine title, because of possible 
nfusion. Now maybe some learned 
idge will decide that the title can’t 
used unless the stuff is intended 
make people laugh. 
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Servel’s new CBS show is called 
Fashions in Rations,” suggesting a 
ronunciation which very few radio 
nnouncers seem to know is ap- 
roved by custom and the diction- 
ry 
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The baseball season must now be 
onsidered officially open, for an 
impire has already tossed the Cubs’ 
Jimmy Wilson out of a ball game. 


Copy Cus. 


Sales Promotion, 
Direct Mail Push 
‘Reader's Digest’ 


Domestic Circulation 
at Peak; Foreign 
Editions Expanding 


By HAL BURNETT 


Chapaqua, N. Y., April 2.—Late 
one night last December the giant 
rotary presses of two great printing 
plants ground slowly to a halt... 
and to a brief, but well-earned rest. 
From their cylinders had just rolled 
the largest press-run in publication 
history. 

And more than ten and one-quar- 
ter million copies of the various 
editions of the January Reader’s 
Digest were on their way by train, 
plane, truck and ship to newsstands 
and mail boxes throughout the 
Americas and overseas. The amaz- 
ing little magazine had passed an- 
other milestone in a merchandising 


history, and seldom equalled in any 
other merchandising field. 

To many readers the Digest is 
}still the cooperative effort of a few 
‘residents of suburban Pleasantville, 
iN. Y. To some sales-minded ob- 
servers it is one of the great “mira- 
cles’ of modern direct-by-mail and 
newsstand sales promotion. 


Circulation No “Miracle” 
But to the workers who commute 


the  Digest’s attractive colonial 
building here in the hills of upper 
Westchester County, their maga- 


It is simply the logical, full devel- 
opment of the idea of an editorial 
service for busy people that led sole 
owners DeWitt Wallace and Lila 
|Acheson Wallace to establish the 
|Reader’s Digest in a Greenwich 
| Village basement storeroom 22 years 


o. 

Not that the Digest hasn’t grown 
phenomenally. In January, 1940, 
|circulation was about three million. 
|By January, 1941, it had climbed 
to four million. In the same month 
of 1942 the sales curve exceeded six 


saga without parallel in magazine | 


} 
| 


from White Plains and Ossining to | 


zine’s huge circulation is no miracle. | 


} 


\the “windfall” drive that followed 
\last July’s Reader’s Digest “Cigaret 


“million. And in January of this! 


|year a circulation gain of 52% car- 
|ried the domestic edition of the 
Digest to more than 9,000,000, while 
an additional 1,200,000 copies of the 
| Selecciones del Reader’s Digest in 
|Spanish and Selecoes do Reader’s 
| Digest 
grand total close to ten and one- 
| half million. 
| The War Production Board’s 
|paper limitation orders have frozen 
|the Digest’s domestic circulation for 
the duration. But the magazine has 
|embarked on a new career overseas. 
| Sales of the month-old Swedish 
|edition of Det Basta ur Reader’s 
|Digest have exhausted the trial 
|printing of 75,000 copies. A new 
|Turkish edition will be launched 
| Soon. 

Some 5,000 copies are being litho- 
|graphed on paper made from rice 


|protect Old Gold freshness. 
in Portuguese pushed the} 


|tures Wally Butterworth as quiz-master. 


|}and bamboo by a primitive process | 


|}in Chungking, each copy selling for 
50 Chinese dollars, $1.50 in our 
currency. 

| And negotiations are under way 
|for a French-language edition, to be 


distributed in the Maritime prov- | 


(Continued on Page 35) 


DIRECTORY OF FEATURES 


ADDS APPLE 'HONEY' 


Can Manufacturers 
Weigh Intensive 
Postwar Drive 


Research Unit Once 
~— Run by McClintock 
| May Be Abandoned 


a New York, April 2.—Faced with 
--~.' | possible wartime and postwar in- 
roads of fiber and glass containers, 
the can industry is considering a 
large-scale advertising, public rela- 
tions and consumer education pro- 
gram. 

The drive would be under the 
auspices of the Can Manufacturers 
Institute and would be financed 
principally by the American Iron 
jand Steel Institute, which under- 
|wrote the intensive two-year 
| consumer analysis study by the re- 
|}search division of the Can Manu- 
| facturers Institute, under the direc- 
| tion of Dr. Miller McClintock. 
| A major Madison Avenue ad- 
|vertising agency has prepared a 
complete plan and presentation for 
the can drive, and will probably be 
granted the account should financing 
be completed in the next month. 

{In Washington, Ferris White, ex- 
|}ecutive vice-president of the can 
makers association, told ADVERTIS- 
ING AGE that collection of the fund 
was beginning. Mr. White said that 
Benton & Bowles “was way out in 


has been added to 


OldGold 


plo Hi 
now protects Old 
freshness ! 


¥ 


. 
tae , 
SAME FINE TOBACCOS-NO CHANGE IN TASTE! =—_ 


Old Gold has come up with a war- 

enforced substitute for glycerin—and a 

new copy theme—as revealed in this 
1,000-line newspaper advertisement. 


Something Newer 


Has Been Added: 
It's Apple Juice 


Glycerin's Gone, So 


Old Gold Plugs 
New Substitute 


New York, March 31.—Stunned 
less than its bigger competitors by 
the WPB limitation on use of|front” for the agemcy nomination. 
glycerin as a cigaret-moistening| The campaign will be largely 
agent, P. Lorillard Company today | financed by the tin plate producers, 
kicked off its third provocative Old | he indicated.] 


Gold campaign in the last two 
years. — May Drop Division 
Topping the 1941 “Something If the advertising program is 


New Has Been Added” theme and adopted and the agency named, it 


|is expected that the Can Manufac- 
turers Institute will discontinue its 
A , , |research division, which was or- 
sheer imagination, Lorillard’s latest | ganized by Dr. McClintock in 1941. 
1,000-line advertisements, in an| Dr. McClintock resigned his post 
extensive list of newspapers, an-| with the institute, as well as his 
nounced that 
been added.” tising Council and the Traffic Audit 
The “new” is apple “honey” to| Bureau, when he was elected presi- 
This|dent of the Mutual Broadcasting 
ingredient, which will be common | System last November. 
to most cigarets, is an apple syrup! The can institute’s research divi- 
(Continued on Page 36) (Continued on Page 33) 


Ad Fact and Fiction” expose, for 


Last Minute News Flashes 
Lehn & Fink Signs for New Quiz Show on MBS 


New York, April 2.—Lehn & Fink Products Corporation will launch a 
new quiz show, entitled “Take - a- Card,” for Hinds honey and almond 
cream over 204 stations of the Mutual network beginning April 28. The 
program, which will be aired Wednesdays from 8:30 to 9 p. m., EWT, fea- 


William Esty & Co. is the 
agency. 


Newspapers Get New Nemo Foundation Campaign 


New York, April 2.—Kops Brothers, Inc., manufacturer of Nemo 
foundations, has released a heavy campaign using 180-line insertions in 
a long list of newspapers in key cities from coast to coast. Advertise- 
ments emphasize the importance of the proper foundation for women in 
wartime. E. T. Howard Company handles the account. 


‘Release Schedules for Canada Dry Products 


New York, April 2.— Canada Dry Ginger Ale, Inc., will open a six- 
month drive April 28 for its sparkling water, embracing 190 newspapers 
throughout the country. Advertisements, of a humorous cartoon type, 
are scheduled to appear once a week. The spring and summer campaign 
for Canada Dry’s Spur will begin next week with small-space insertions 
in 158 papers in 140 cities. J. M. Mathes, Inc., is the agency. 


Louise Dykes Takes Time, Inc., Research Post 


Ad-libbing 12 
Admen in the Armed Forces 33 
Coming Conventions 27 
Diary of an Adman 28 
Earnings 28 
Editorials 12 
Getting Personal 32 | 
Information for Advertisers 12 
Obituaries 34 
Photographic Review 39 
Postwar Planning 22 
| Private Lines 34 
| Rough Proofs I 


Voice of the Advertiser 24 


New York, April 2.— After a brief vacation, Louise Dykes, formerly 
space buyer at J. Walter Thompson Company, will join the editorial re- 
search department of Time, Inc. Frank Van Deventer, presently in 
charge of statistical and media research for consumer advertising at the 
agency, will take o- Miss Dykes’ former duties 


“Another NEW has| positions as director of the Adver-| 


OPA Labor Unit Demands 
Maxon Ouster in Label Fight 


Battle Lines Drawn 
as CIO Protests Any 
Withdrawal of Grades 


Washington, D. C., April 1.—The 
labor policy committee of the Office 
of Price Administration voted for- 
mally this week to ask for the re- 
moval of Lou R. Maxon, Detroit 
advertising agency head who now is 
deputy administrator and _ right- 
hand man to Price Administrator 
Prentiss Brown. 

The committee based its resolu- 
tion on a charge that because 
Maxon, Inc. handles the H. J. Heinz 
Company account, Mr. Maxon is 
opposed to grade labeling and is 
seeking to have the grade labeling 
requirements removed for personal 
reasons. 

The adman has been quoted as 
saying that he saw no reason for 
OPA to institute a measure which 
Congress had repeatedly refused to 
pass. 


“Speaks for Himself” 


That Mr. Maxon is opposed to 
grade labeling is well known. Equal- 
ly well established is Mr. Maxon’s 
statement that he speaks only for 
himself, not for his chief. OPA 
insiders, however, say that Prentiss 
Brown is also opposed to the label- 
| ing requirements. 
| One of Mr. Maxon’s first acts, 
| upon coming to OPA, was to present 
|}a memorandum to Mr. Brown, de- 
| tailing the reasons for his opposition 
| to grade labeling. 

An issue now white hot because of 
| the fires fanned by canning interests 
‘and professional consumer groups, 
|grade labeling will probably be 
|settled shortly. This week Mr 
|Brown said he was considering the 
matter, and that a decision would 
|be reached in 10 days. 


Others Under Fire 


PM, in discussing the Maxon case, 
_today revealed that two other OPA 
|officials are under fire. They are 
|Norman Sorenson of the Colman 
Canning Company, Colman, Wis., 
who is alleged to have said that 
canners were delaying application 
of grade labels, hoping to claim that 
it is too late to apply them to this 
year’s pack, and Dan Gerber, vice- 
| president of the baby food company 
|bearing his name. The charge 
| against Mr. Gerber seems to consist 
| chiefly of a Food and Drug Admin- 
| istration action in Los Angeles. The 
|federal agency condemned and de- 
|stroyed 29 cases of peaches canned 
| by the company. 

Mr. Maxon, who is serving OPA 
without compensation, has never 
denied his opposition to grade label- 
ing. Every indication points to his 
determination to fight the forces in- 
side the agency which are intent on 
his removal. He told reporters 
bluntly today that he “would not 
resign under fire.” 

The attack on Mr. Maxon high- 
lighted a week when Washington 
saw the full rip and surge of the 
organized consumer tide. In peti- 
tions, in Senate hearings (reported 
in detail on Page 16 of this issue), 
in statements to the press, the or- 


| 


ganized consumer movement stepped 
clearly into the OPA arena and 
chose grade labeling as its battle 


cry. 
Two Choices Open 


The highly controversial nature 
of the grade labeling order left two 
roads open to the industries affected 
by it. They can state their cass 
strongly to Prentiss Brown, and urge 
him either to withdraw the irritat- 
ing regulations, or to turn them 
over to Congress for its considera- 
tion; or, they can test the legality 
of grade labeling orders by taking 
their case directly to the court 

This week the canners and the 
makers of hosiery—smarting fro: 
the new hosiery grade labeling reg 
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ulations which went into effect this | 


week—were considering taking the 
battle into the courts. 

Washington observers, on the 
other hand, were advising the in- 
dustries to continue to present their 
case to OPA. Their reasons: Brown’s 
greatest trouble has been the men 
held over from the Henderson 
regime; to capitulate on the grade 
labeling fight would be to strengthen 
the hand of Brown’s opponents, and 
to make more likely an end to the 
“humanizing” process of OPA, and 
reversion to the Henderson mode of 
operation. 

The battle of grade labeling is a 
battle of pressure. Just how the 
pressure was to be applied was evi- 
dent this week as the Congress of 
Industrial Organizations contended 
in a protest to Administrator Pren- 
tiss Brown that abandonment of 
grade labeling would “wreck the 
price control program.” 

J. Raymond Walsh, CIO’s director 
of research and education, declared 
that “Today Mr. Brown, under pres- 
sure of the canning industry, is ‘re- 
considering’ this order. There is 
grave danger that Mr. Brown will 
yield to the canners, and thus wreck 
the price control program. 


“Accurate Guide” Needed 


“The attack on grade labeling is 
only a beginning. If it succeeds, we 
can be sure that all quality protec- 
tion, which is the factor that makes 


“With price control and rationing 
of canned foods, the housewife 
needs an accurate guide to the qual- 
ity of foods bought with ration 
stamps and money. Without this 
guide, she is robbed of any protec- 
tion against lowered quality in the 
canned food she buys. Living stand- 
ards of war workers are at the 
mercy of profiteers.” 

The internal battle of OPA will be 
fought along strictly partisan lines. 
On one side will be those who 
sympathize with the viewpoint of 
humanizing the agency and collab- 
orating with industry; on the other 
will be the old-line remnants of the 
Henderson regime. 

It is no secret that a large portion 
of OPA did no cheering when the 
Michigan ex-senator replaced Leon 
Henderson. The successive resigna- 
tions of Bob Horton, David Gins- 
burg and John Hamm were viewed 
as direct results of the change in 
leadership and viewpoint of the 
agency. 


Protest Appeasements 


OPA from its outset has been an 
omnibus agency, a collection of law- 
yers, marketing specialists, econom- 
ists and consumer guidance experts. 
The disappearance of the old con- 
sumer division, captained by Har- 
riet Elliott, aroused a storm of pro- 
test over OPA’s “appeasement of 
the interests” by OPA’s thinkers of 


contemplated withdrawal of grade 
labeling requirements. The battle 
of OPA is to see which side shall be 
appeased. 


JWT TO CONDUCT 


SURVEY FOR OPA 

New York, April 1.—J. Walter 
Thompson Company will shortly 
begin a national consumer survey of 
public attitudes toward the Office of 
Price Administration’s local war 
price and rationing boards as a 
foundation for future OPA public 
relations programs. 

Administration of both nation- 
wide mileage rationing of gasoline 
and the complicated fuel oil ration- 
ing program have brought the local 
boards under heavy fire in their 
communities. 


Seeks Public Opinion 


The study will be made by JWT 
under the supervision of the Adver- 
tising Council. Charles G. Morti- 
mer, advertising manager of Gen- 
eral Foods, is council coordinator, 
and Henry C. Flower, JWT contact. 

Lou R. Maxon, Detroit agency 
head now serving as deputy admin- 
istrator of OPA, believes that the 
work of the rationing boards is mis- 
understood by the public. Broadly, 
| OPA seeks to find out what the feel- 
ig is toward the boards, as well as 
how the boards are functioning and 


ment”—has been applied to OPA’s 
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and The Saturday Evening Post. 


Copy in the form of a letter from a father to his daughter who has asked his advice 
about joining the Waac, departs from the usual in running over to the backed up 
second page like a personal letter in this advertisement for the Women's Army 
Auxiliary Corps. The copy is appearing in current issues of Collier's, Life, Loot 
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N. W. Ayer & Son is the agency. 


Moloney to Pan-American 


James L. Moloney, formerly vice- 
president in charge of advertising 
of Frankfort Distilleries, Louisville, 
Ky., has joined Pan-American Air- 


price control a_ reality, will be) leftish persuasion. what the public feels is necessary | ways, New York, as assistant direc- 
junked. | Precisely that term — “appease-/| to step up their efficiency. tor of public relations. 
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ADVERTISING CAN SAVE HIM ! 


The American Businessman who stops his adver- 
tising today has about as much chance of regain- 


ing his lucrative La 


tin American markets after the 


war, as the man on the raft has of keeping up 


with a fast steamer. 


weather set YOU 


Don't let today's stormy 
adrift! Flag the "S.S. Adver- 


tising™ and climb on deck right now by scheduling 


advertising in *B 


PIC Export Publications—the 


“going places" media that reaches our Good 
Neighbors in the drug, automotive, engineering, 


industrial and construction fields in Latin Amer- 


ica! 


Use the *BPIC Specialized Export Publica- 


tions uninterruptedly for the duration to keep 
your firm-name, your trade-name, your product 


away out in front! 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


RiA 
INGENIE MAL 


RNACIO 
uDUSTRIA 


published monthly in Span- 

ish, circulates to the Latin 

American INDUSTRIAL 
= field. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION Asia. 
field. Oceania. 


ublished monthly in Eng- 
ish and circulating to the 
AUTOMOTIVE TRADE in 
Africa, Europe and 


ish and circulating to 
AUTOMOTIVE TRADE 
Latin America. 


published monthly in Span- 


published monthly in Span- 
the ish and circulating to the 
in DRUG TRADE in Latin 


America. a i 


Campbell Soup 
Series Highlights 
Food Rationing 


Camden, N. J., April 1.—Camp- 
bell Soup Company has released its 
first national printed advertising in 
cooperation with the government’s 
food rationing program, using full 
pages in Life, The Saturday Evening 
Post and Time. 

Initial full color insertion displays 
a photograph of Secretary of Agri- 
culture Claude R. Wickard and has 
been built around his statement, 
“Food will win the war and write 
‘the peace.” 
| The words “will win” have been 
|supplanted by “is winning” in the 
/headline, and copy explains that if 
there is not an abundance of Camp- 
= soups it is because the com- 
pany’s primary job is supplying the 
Army with sturdy field rations. 

Four subsequent advertisements 
have been scheduled to appear once 
a month, also dealing with various 
aspects of government food plan- 
ning. 

Ward Wheelock Company, Phila- 
delphia, handles the account. 


Ted Repplier Named 


Council D. C. Contact 
Theodore 5S. 
Repplier, cam- 


paigns manager 
of the War Man- 
power Commis- 


sion, has resigned 
to become man- 
ager of the Wash- 
ington office of 
the Advertising 
Council. 

Mr. Repplier 
joined WMC last 
summer, serving 
under Raymond 
Rubicam, then 
special assistant 
to Chairman Paul V. McNutt. He 
was previously copy director o! 
Young & Rubicam. Before joining 
the agency in 1931 he was advertis- 
ing supervisor for the Chesapeake & 
Potomac Telephone Company in the 
capital. 


T. S. Repplier 


500,000 
STOCK PHOTOS 
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WRITE FOR INFORMATION — 


ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
Sena. * 
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JEEP. PHOTO BY WILLY'S-OVERLAND MOTORS The, 7 ces) ge beh Oe as 


Although she’d been driving a car for years, Mrs. Brown had small 
interest in things mechanical. Carborundum or earburetor were all the 
same to her, so long as the car started and stopped and covered distances 
between without trouble. 

Then Joe, her boy, joined the Army. His letters from camp were fine. 
But frankly, she learned more about Joe’s army life from reading the 
papers. When Joe wrote that he was driving a jeep, she knew all about 
them. And Joe’s enthusiasm has made her want one! 

With their menfolk in service, hundreds of thousands of alert-minded 
American wives and mothers are taking a keen interest in military matters, 
in jeeps and peeps and PT boats and P-43’s. And this interest sends them 
eagerly every week to The New York Times Magazine. Edited with a sharp 
awareness of what the intelligent woman wants to know, this lively news- 
picture-home magazine is faithfully following our men in service all over 
the globe to report and picture their life, their work, their play, their 
thoughts. 

Important in this way to women, this magazine is important to an 
increasing number of advertisers who want these woman as friends and 
customers, both now and after the war. There’s no better time than today 


for you to get the facts! 


The New York Times Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO 


OVER 800,000 HOMES EVERY SUNDAY 
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Movie Moguls Find | 
Business Terrific, 
Boost Advertising 


All Studios Join to 
Swell Expenditures 
in All Media 


By STEVE BOOKE 


New York, April 1.—Money burn- 
ing in the jeans of war-workers 
hungry for entertainment and di- 
version has helped the nation’s 
motion picture theaters set unprece- 
dented box-office records, reflected 
indirectly by a sharp upturn in 
Hollywood advertising expenditures 
in newspaper and radio. 

Taking the lead from “Standing 
Room Only” signs, major film com- 
panies are gearing their productions 
and tuning their budgets to keep 
pace with the terrific public de- 
mand. 

Media Records, Inc., reports that 
amusement linage took approxi- 
mately a 10% jump during 1942 
over the previous year’s total, more 
than any other retail classification. 

To confirm this gain, the New 


York Herald Tribune has reported 


January and February, 1943, amuse- 
ment linage totaled 140,339, against 
100,691 lines during the comparable 
period last year, an increase of 
39.38%. 

The New York Times’ linage 
leaped from 128,554 in January and 
February, 1942, to 154,599 lines dur- 
ing the like period this year. This 
represents an advance of approxi- 
mately 25%. 

Other papers in the city are well 
abreast of the upward trend: 

The Daily News gained 24%; Sun, 
26%; World-Telegram, 29%; Mirror, 
35%; and Post, 28%. 

At the Radio City Music Hall, 
film showcase of the nation, an all- 
time record was shattered this year, 
when Metro - Goldwyn - Mayer’s 
“Random Harvest,” starring Ronald 
Colman and Greer Garson, thrived 
during an 1l-week engagement, 
playing to 1,548,082 fans and gross- 
ing $1,152,800. 


Many New Peaks Reached 


G. S. Eyssell, managing director 
of the Music Hall, declared, “Very 
often we are required through con- 
tractual obligations to take out a 
picture which could still do busi- 
ness, although generally speaking, 
the length of the run depends upon 
the film’s popularity.” 

Swarms of out-of-town visitors 
and the excellent quality of pic- 
tures being turned out have con- 
tributed considerably towards mak- 
ing this the Music Hall’s most 
successful year in its 1ll-year his- 


tory, added Mr. Eyssell. 

One of the most potent and boun- 
tiful advertising drives ever con- 
ducted to place a new face on the 
altar of public fancy, was molded 
for Howard Hughes’ production of 
*The Outlaw,” featuring shapely 
Jane Russell. Russell Birdwell & 
Associates, handling all promotion 
and publicity for the picture, report 
that it is still playing to record 
audiences within the confines of San 
Francisco’s Geary Theater, and that 
another whirlwind campaign will be 
launched when “The Outlaw” starts 
its ride across the country. Four 
separate drives have previously 
been conducted (AA, March 1). 

Columbia Pictures Corporation 
has fattened up its advertising 
appropriation after smashing suc- 
cess with “My Sister Eileen,” star- 
ring Rosalind Russell and Janet 
Blair, and “Commandos Strike At 
Dawn,” with Paul Muni, the com- 
pany’s two biggest hits since Pearl 
Harbor. 


Columbia Expanding 


Next month Columbia will under- 
take one of its most unusual radio 
and newspaper drives for “The 
More the Merrier,” starring Jean 
Arthur, Joel McCrea, and Charles 
Coburn. 

This timely comedy of wartime 
Washington and the adventures that 
befall a government girl will be 
backed up by a series of broadcasts 
in 51 key cities, totaling $85,000. 
Airings are scheduled to break six 


Sure, PAPER / 
win the war! 


More than 149 million War 
Bonds, and 3 billion War 
Stamps have been sold— all 
printed on paper. 


144 billion ration stamps have 
been issued — paper stamps. 


It takes about 100 tons of paper 
to launch a new battleship. The 
paper required to design a new 
warplane weighs as much as the 
metal required to build it. 


No doubt about it, paper is in 
there fighting in this war. 


But over and beyond these 
huge tonnage jobs, completely 
new papers have been devel- 
oped to step into the shoes of 
scarce materials. They are re- 
placing tin, steel, mica, cloth, 
rubber and leather. Wood fiber 
products are being pressed into 
parts for planes — even for ma- 
chinery. And at the fighting 
fronts, special papers guard 
rations, and protect precious 
drugs needed in advanced 
dressing stations. 


Amazing changes are taking 
place in the paper field. We 
know a lot about them because 
we're making paper at the rate 
of a thousand miles a day. 
We're learning scores of new 
needs for paper products and 
‘ever better ways to meet them. 
As these new worlds open up, 
we’re constantly exploring 
them. 


All our experience and all our 
facilities are concentrated on 
helping the war effort.But when 
materials are again available 
we will be able to supply many 
new and unusual papers to meet 
your needs. 


In the meantime, Oxford mer- 
chants and Oxford salesmen are 
at your service. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York, N. Y. 
Mills at Rumford, Maine &West Carrollton,Ohio 


Western Sales Office: 
35 E. Wacker Drive, Chicago, Illinois 


April 5, i943 


weeks before the film’s opening and 
continuing during its run. (AA, 
March 15). 

Even more money will be pumped 
into newspaper advertising, in line 
with the leading studio’s tenet, 
“newspapers ffirst, then comes 
radio.” 

Frank Rosenberg, exploitation 
manager at Columbia, said, “There 
is no question of our expanding our 
advertising budget. We're using 
newspaper and radio more than 
ever to play up our best pictures.” 


M-G-M Budget Up 


Following a _ lucrative year, 
Metro - Goldwyn - Mayer Pictures 
Corporation jacked up its 1942 ad- 
vertising pool 25%. This increase 
will be either maintained or sur- 
passed in 1943. Newspapers still 
form the spearhead of M-G-M’s 
publicity program, but radio is 
rapidly developing into an influen- 
tial “softener” added to the full 
driving power of the traditional 
film medium. 

In addition to innumerable spot 
announcements, M-G-M has taken a 
five-minute Blue Network show 
entitled “M-G-M Presents,” high- 
lighting Victor Borge. Until a 
month ago over the same network 
Colonel Stoopnagle headlined an- 
other “shorty” program for Metro, 
paralleling “The Lion’s Roar” in 
Magazines. 

At Twentieth Century-Fox Film 
Corporation the wheels of promo- 
tion are rolling smoothly, with a 
field force of 15 publicity represen- 
tatives establishing exhibitor con- 
tacts in over 350 key cities which 
receive a lion’s share of the com- 
pany’s advertising allotment. 

Cooperative advertising is being 
conducted on a wide scale, with 
Twentieth Century sending theater 
owners transcription messages for 
radio use. Curtailment of free news 
column space due to paper limita- 
tions is credited here with giving 
the airwaves a healthy film adver- 
tising bonus. 

Robert M. Gillham, director of 
advertising and publicity at Para- 
mount Pictures, pointed out that his 
company’s advertising expenditure 
is climbing. “The number of pic- 
tures being released is going down 
and the quality upward, which does 
not detract from the promotion 
budget since mediocre films never 
received much publicity, anyway,” 
he said. 


Paramount Plugs Several 


Paramount also attested to the 
growing use of radio, but only as 
reinforcement for the newspapers. 
Even though straight shows are not 
purchased ordinarily, considerable 
time is used on the Blue and Mu- 
tual chains. Spot has played a sup- 
| porting role. 
| Strong campaigns are being pre- 
pared for Paramount’s “Dixie,” with 
|Dorothy Lamour and Bing Crosby, 
“For Whom the Bell Tolls,” spot- 
lighting Gary Cooper and Ingrid 
Bergman, and “So Proudly We 
Hail,” flaunting Claudette Colbert, 
Veronica Lake, and Paulette God- 
dard. 

Sultry-lipped Maria Montez, Jon 
Hall and Sabu will be headlined in 
Universal’s “White Savage,” soon to 
be launched by a sweeping publicity 
drive, equal to that of “Arabian 
Nights,” current money-maker fea- 
turing the same cast. 

Promotion at this studio has been 
| given a forceful stimulant this year, 
| studded with full-page full-color 
| 
| 


insertions in newspapers and maga- 
|zines. Radio has been used locally. 

Advertising for United Artists has 
|gathered momentum, with news- 
|papers still the basic medium, but 
supplemented by more and more 


radio, “due to the reduction of 
| space.”’ 
| Currently “serving” the studio 


are Noel Coward’s “In Which We 
Serve,” George Sanders in “The 
Moon and Sixpence,” and the Gau- 
'mont-British production “One of 
Our Aircraft Is Missing.” 
hits which will reach fans with 
heavy publicity are “Stage Door 
Canteen,” featuring 50 famous stars, 
“Lady of Burlesque,” starring Bar- 
bara Stanwyck, and “Victory 
Through Airpower,”’ Walt Disney 
six-reeler. 


All Fall in Line 


RKO Radio Pictures heralded its 
“Hitler’s Children,” featuring Bonita 
Granville and Tim Holt, with a fan- 
fare of radio time and newspaper 
advertising, in keeping with an 
increased appropriation. 

This studio is looking forward to 
one of its best years, particularly 
since the “fellow formerly on relief 


now has wads of money and craves | 


good moving pictures.” 


Potential | 


—— 


Warner Bros. has answere 
public demand for war picture 
with the story of a flying fortres. 
“Air Force,” starring John Gos. 
and a host of others. “Casablan.. » 
with Humphrey Bogart and |). 
Bergman, was virtually a per), 
nent fixture at several firs:-,, 
houses. 

All of these films were hj.) 
advertised in the newspapers | 
over the radio. Heavy promotio; 
underway for forthcoming “Mj 
to Moscow,” with Walter Husto: 
Ambassador Joseph E. Davies, ang 
“Action in the North Atlantic.” 
starring Humphrey Bogart. 


1 the 


Williams Named Manager 
of Chicago Agency 

John E. Williams, vice-president 
and director of Di-Noc Mfg. Com- 

_ pany, Cleveland, 
» for the past eight 
years, has joined 
the Charles Dan- 
iel Frey Adver- 
tising Agency, 
Chicago, as gen- 
eral manager. 

The new agency 
general manager 
spent 15 years 
with  Collier’s, 
becoming adver- 
tising manager 
after serving as 
western advertis- 
ing manager. In 
1926, he joined the United States 
Advertising Corporation, Toledo, as 
executive vice-president. Two years 
later he was named vice-president 
in charge of sales by Franklin 
Automobile Company, Syracuse, 
also serving as a member of the 
board. In 1934, he became deputy 
administrator in the publishing di- 
vision of the NRA under the late 
Gen- Hugh S. Johnson. 


John E. Williams 


Pushes Dehydrated Beans 


Canadian Canners, Ltd., Hamil- 
ton, Ont., has launched a newspaper 
campaign featuring its newly-de- 
veloped dehydrated beans in tomato 
sauce and plain sauce. Russell T 
Kelley, Hamilton, is the agency. 


Noted War Garden 
expert gets amazing 


mail response on KGO 


KGO’s war garden editor, 
Rolly Langley (who also 
writes garden news for 27 
California newspapers), aired 
his first ““V for Vegetables” 
program on KGO February 
17. One announcement on the 
initial program pulled 1425 
letters from 43 California 
counties and three neighbor- 
ing states ... two later an- 
nouncements brought the mail 
response to 3457. Such heavy 
mail proves the popularity of 
gardening in Northern Cali- 
fornia where planting is done 
year ‘round. Too, it proves 
the pulling power of our 
editor. This program is avail- 
able one or two nights 
weekly. See your Blue Spot 
Rep. or write us for details. 


e * x 
* 
SAN FRANCISCO - OAKLAND 
ar 


810 K. Cc. 7500 WATTS 
Blue Network Company, Inc. 
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ADVERTISING AGE 


Kill that Rumor! 


Test the story you just told me against the following points: 
1. Wiil it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 


3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won’t pass this test, don’t repeat it. And the next 
time you hear one like it, pass this card along instead of the 
rumor. 


Kill that Rumor! 


Test the story you just told me against the following points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 


3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won't pass this test, don’t repeat it. And the next 
time you hear one like it, pass this card along instead of the 
rumor. 


Kill that Rumor! 


Test the story you just told me against the following points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 
3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won’t pass this test, don’t repeat it. And the next 
time you hear one like it, pass this card along instead of the 
rumor. 


Kill that Rumor! 


Test the story you just told me against the following points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 


3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won’t pass this test, don’t repeat it. And the next 
time you hear one like it, pass this card along instead of the 


Handy pocket method 
for strangling rumors 


GOOD WAY to scotch rumors ome to as 
A from an alert Rumor Warden. We'd like 
to pass it on to you. 
on is to have cards typed or 

i rr 
printed like the ones shown on this page- Carry 


some around in your pocket. Whenever hye 
one tells you 4 story that can hurt us an elp 


Hitler, give him one of the cards. 


His suggesti 


f this advertisement would 
have 100 cards typed or printed, it would give 


i i imes its 
this Rumor-stopp!™g campaign 100 ti ~~ 
resent circulation; it would throw a rea 


sized monkey wrench into Goebbels’ propa- 


If every reader 0 


ganda machine. 


YOUNG & RUBICAM, INC. 


advertising 
NEW YORK - CHICAGO + DETROIT - SAN FRANCISCO 
HOLLYWOOD - MONTREAL - TORONTO 
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Kill that Rumor! 


Test the story you just told me against the following points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 
3. Does such a rumor tend to discredit our Alfies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won't pass this test, don’t repeat it. And the next 


time you hear one like it, pass this card along instead of the 
rumor. 


Kill that Rumor! 


Test the story you just told me against the following points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, busi- 
ness, or labor? (Divide and Rule is Hitler’s policy.) 
3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading the rumor— 
our enemies or the United States? 


If the story won't pass this test, don’t repeat it. And the next 
time you hear one like it, pass this card along instead of the 
rumor. 
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Grant Advertising 
Moves to Develop 
World-Wide Service 


Agency Pushes Into 
‘Big Time’ in U. S. 
and Latin America 


Chicago, March 30.—When Grant 
Advertising, Inc., held a_ cocktail 
party at the Drake Hotel here a 
week or so ago, to which hundreds 
of Chicago media men were invited 
to “renew their acquaintance with 
George McGivern,” the agency’s 
new space buyer, the space and 
time salesmen showed up to the 
tune of several hundred. 

An agency party for media men 
is an unusual enough occurrence in 
Chicago to cause comment, but this 
particular party was more unusual 
than most. Bewildered media men, 
accustomed to greeting every im- 
portant agency man by his first 
name, gathered in knots and asked 
each other to point out Will Grant, 
head of the agency; and in every 
corner of the room advertising vet- 
erans were asking each other: “Who 
is this fellow Grant?” “Is. this 


|agency important?” “What accounts 


. COMING UP 
have they got? 
Growth Unrecognized 


A once-in-a-lifetime phenomenon 
had come to pass. Grant Advertis- 
ing, Inc., had mushroomed into 
major size and importance right 
under the noses of scores of keen 
advertising men who can scent an 
account or a trend ten miles off, 
and almost none knew what was 
happening. No one knew Will 
Grant, and few knew any of his 
associates. In fact, aside from 
George McGivern, in whose honor 
the party was given, and who is 
well known in advertising circles as 
the former space buyer of Blackett- 
Sample-Hummert, only one other 
member of the agency’s staff is 
“well known” in the field in the con- 
ventional advertising sense. That 
member is Howard Jones, formerly 
vice-president of Lord & Thomas 
and before that connected with One step up in the egoncy career of 
Blackett - Sample - Hummert in @| wij C, Grant (seated). This picture was 
similar capacity, who joirted Grant | 
at the turn of the year, bringing | 
with him the Folger coffee account | 
and an expert knowledge of the) 
intricacies of daytime radio. |Southern, soft-spoken and appar- 

Will Calloway Grant, at 36, has|ently the most easy-going of indi- 
built up an international advertis- | viduals, Will Grant seems to be the 
ing agency credited with having had | antithesis of the conventional hard- 
a billing of between $3,500,000 and | hitting business getter, but his rec- 
$4,500,000 last year, with every | ord as an idea man and salesman 
prospect of coming somewhere near quickly belies these surface impres- 
double that this year. A smallish, | sions. 
good-looking man who is obviously Will Grant has two fetishes. One 


taken as he signed a contract for a sec- 
ond network show for Mars some time ago. 


because * 


Now You're Cookin’ With Gas 


In Pittsburgh, a woman's club is really cooking with gas when 
Mrs. Bregg, Sun-Telegraph Woman's Club Editor, writes it up. 
As one woman told Mrs. Bregg, “since your story on our activ- 
ities everybody knows about us." 
about your product when you advertise it in the Sun-Telegraph 


Pittsburgh Women Read the... 


un-lelegraph 


REPRESENTED NATIONALLY by the RODNEY E. BOONE ORGANIZATION. 


And “everybody” knows 


is that for every product or service 
there is one basic selling theme 
which is better than any other, and 
he follows this fetish by going to 
extraordinary lengths to discover, 
by research and testing, exactly 
what this theme is. The other is 
that his agency is a team, and that 
individuals, including himself, don’t 
make an agency; only the teamwork 
counts. Thus few of his executives, 
even though they are nominally 
attached to a particular office, con- 
centrate on any particular account. 
They are more likely to work as 
“task forces” or flying wedges, all 
pooling their thinking on whatever 
problem may be most important at 
the moment. 

Advertising came early to Mr. 
Grant. He was phenomenally suc- 
cessful at selling advertising in the 
school paper at Southern Methodist 
University, and then organized an 
advertising business of his own, 
while still in college. He joined 
R. R. Donnelley & Sons shortly after 
leaving college, learned the business 
from the ground up, and was a 
salesman when he left to return to 
Dallas. A year or two selling print- 
ing and advertising in Dallas, and 
then in 1935 he was off on his own, 
with a local agency which even then 
amazed the boys by digging up a 
respectable volume of business in 
the Dallas area. In November of 
that year he was well enough 
known to be elected president of 
the Tenth District, Advertising Fed- 
eration of America. 


Lands Mars Account 
Moving its headquarters to Chi- 


cago a couple of years later, the 
|Grant agency got its first taste of a 


really substantial account when it| 


snagged the Mars candy account 
primarily as the result of the D 
I. Q. show, but the agency made 
no real impression on advertising 
men in this country until July of 
last year, when it snatched the 
Old Dutch Cleanser account from 
| Blackett-Sample-Hummert, after an 
unorthodox and apparently naive 
approach which set advertising 
| tongues to wagging in earnest. 

When Cudahy Packing Company, 
Old Dutch producer, subsequently 
| gave Grant the rest of its business, 
the agency entered into an expan- 
_sion era which surprised everyone 
but Will Grant and the team he had 
built up around him. Will Grant 
| will tell you now that his agency 
;}expects to double its 1942 volume 
| this year, and if pressed, he'll admit 
|that he sees no reason why Grant 
| Advertising shouldn’t shortly take 
| its place with the greatest names in 
|advertising. He says this not boast- 
fully, but diffidently, almost apolo- 
|getically, as though the matter of 
| the agency’s growth were something 
'foreordained and difficult for him 
'to control. 


Ranks in Latin America 


| While this domestic growth was 
shaping itself, mostly unrecognized, 
Grant Advertising was doing even 
more spectacular things in the Latin 
| American field, particularly in Mex- 
ico, where it has managed, in less 
than a handful of years, to establish 
|itself so firmly that it bought out, 
first, the largest Mexican advertis- 


largest Mexican agency. 
Grant’s largest office, with well over 
100 persons (almost all of them 
native Mexicans) is located in 
| Mexico City, and the agency’s oper- 
lations there and in Monterrey, plus 


American countries, probably give 
it the right to No. 1 ranking among 
|Latin American advertising agen- 
cies. 

Will Grant is essentially world- 
minded, and one of the most inter- 
|esting items to catch the eye in his 
own office is a map of the world, 
with neatly lettered dots showing 
the strategic spots in which Grant 
expects to maintain offices sooner or 
|later. Not even New Zealand has 
been neglected, and the spot denot- 
ing Tokio is still there, too. Some 


ing agency, and next, the second|vertising man- 
Now |ager of Pep- 


|}and recently an 


a few sidelines in other Latin | 
|has been named 


| charge of adver- 


— 


of these spots have dates op 
—some are still too nebulo), 
that. This year is set as th, 
of expansion in Latin America_; 
Rio, Buenos Aires and Valpara ~ 
And even now Lloyd G. (Bucky) 
Harris, former NBC production »; 
who is described as “general! ;» 
director, all offices, U. S. ana +, 
eign,” is heading a task force jy Rj, 
which is all set up and doing byg;_ 
ness—except that it is having qig_ 
culty getting suitable office space 


Sticks to Timetable 


At the moment Grant has office, 
in Chicago, New York, Dallas, Mex. 
ico City, Monterrey and Rio. The 
other South American offices are 
likely to come along later this year 
Only in Canada has the Grant time- 
table been stymied thus far, anq 
rumor has it that this situation j< 
being looked into by the agency 
head, also. Grant himself makes 
about 20 trips a year to Mexico 
City, and is likely to show up, with 
other members of his staff, almost 
anywhere, but he likes to point out 
that the successful Mexican opera- 
tion rests primarily on the ability 
of his top men to transfer their 
operational thoughts to Mexicans 
who are perfectly capable of carry- 
ing on without assistance, once they 
are thoroughly grounded in adver- 
tising. 

Grant Advertising has generally 
been considered a “radio” agency, 
and much of its billing has been in 
this medium, but as its client list 
grows it finds itself moving out of 
this classification, so that this year 
lit anticipates that magazine and 
newspaper volume will catch up to 
the substantial billings it has de- 
veloped in the radio field. In 
|Mexico, where Grant has a long 


them 
for 


»|string of well known American 
r-|names as clients, including Ameri- 


jean Chicle, Canada Dry, Carter 
Products, Eastern Air Lines, General 
Motors, Goodrich, Monsanto Chemi- 
cal, Pan American Airways, Royal 
typewriters, Scott & Bowne, the 
Latin American editions of the 
Reader’s Digest and Time, and Vick 
Chemical Company—as well as a 
healthy sprinkling of native ac- 
counts — the agency has lifted 
broadcasting by its own efforts, and 
has done much to initiate network 
programming. 


Would Buy L & T? 


In the United States Grant stil! 
has Mars, Inc., its first big national 
account, although the Dr. I. Q. show 
is now being sponsored (through 
Grant) by Vick, on behalf of Vita- 
mins Plus; it has Cudahy; Folge: 
coffee; Gebhardt Chili Powder; 
American Chicle, and a lot of less 
important accounts that together 
add up to a substantial volume of 
business. It has been adding to its 
personnel at a dizzy rate during 
recent months, and it expects to add 
to its roster of clients. 

You can take this story or leave 
it, but it was rumored, in one o! 
|two spots, that when Will C. Grant 
learned of A. D. Lasker’s plans to 
retire at the end of 1942, he made 
an effort to buy Lord & Thomas! 


Frankfort Names Gardner 
J. Baxter Gard- 
ner, former ad- 


sodent Company, 


account execu- 
tive of Blackett- 
Sample - Hum- 


mert, Chicago, 


vice-president in 


tising of Frank- 
fort Distilleries, 
Louisville, effec- J. Baxter Gardner 
tive April 15. 


Macdonald Elected 


K. W. Macdonald, O'Keefe 
Brewing Company, has been electec 
president of the Research Sale 
Club, Toronto. 


| 
“Ask your 
Agency 
to ask the 
COLONEL!” 


ALBUQUERQUE 
50,000—25,000 watts « 770 KC 
NBC and Blue Network 


FREE & PETERS, INC. 


4 Exclusive National Representatives 
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ADVERTISING AGE 


government promotional campaign. 
Canada’s outstanding experience 
with paid copy to the contrary, 
Treasury Officials are inclined to 
stand pat on their development of 
contributed space as an advertising 
medium. Further, observers point- 
ed out that the emphasis on country 
newspapers in the proposed bill can 
only be construed as a_ political 
gesture. 


TUNE-UP TIME 


fw Birnie Named Editor 

William A. H. Birnie, formerly 
managing editor of Woman’s Home 
Companion, has been appointed edi- 
tor, succeeding Miss Willa Roberts, 
who has resigned ts devote her full 
time to creative writing. Mr. Bir- 
nie was assistant editor of American 
Magazine before joining Woman’s 
Home Companion. 


Your car's a year older now! 


fee ee over tt nents tate apring semitone — 


Little Red Stamp 
Has Stellar Role 
in Single Shots 


New York, April 1.—The Best 
Foods made another contribution to 
the government’s food campaign 
today, when it ran a one-time ad- 
vertisement in 50 newspapers in 45 
cities emphasizing “smart tricks in 
meal planning on your Red Stamp 
ration.” 

Trick No. 1 tells bewildered 
housewives to “take it easy.” If 
you can add up a bridge score, copy 
Says, it is easy to calculate rationed 
and unrationed foods and prepare 
pleasing meals for the family. Sec- 
ond bit of advice urges planning of 
meals around Red Stamp foods, 


| while No. 3 stresses the economy of | Macfadden Sets 


Benton & | 2" 
mT Firm Order Dates 


Bowles is the agency. 
Beech-Nut Uses In line with recommendations by 
the special 4 A’s committee on space 
| Beech-Nut Packing Company, in rationing, Macfadden Publications 
| cooperation with the Office of Price | has set new firm-order closing dates 
Administration, last week made the | for True Story and Macfadden Wo- 
“little Red Stamp” the subject of a|men’s Group. 
one-time shot in its complete list Effective with July issues, firm- 
of newspapers, describing the ration|order closing dates will be two 
ticket as a symbol of the right to| weeks in advance of black and white 
share something to eat with fellow | mechanical closing dates, and three 
citizens. Newell-Emmett Company | weeks in advance of color mechan- 
handles the account. ical closing dates. 


using Nucoa margarine. 


‘ Ld ’ 
Time’ Names Samstag . 

Nicholas Samstag has been ap- Moves Eastern Office 
pointed promotion manager of The Chicago Journal of Com- 
Time, succeeding Lew L. Callaway | merce has moved its eastern office 
Jr., recently named advertising|to larger quarters in the Equitable 
manager of Time, International. building, 120 Broadway, New York. 


YOUR STAMOARD O11 DEALER 15 CAR CONSERVATION HEADQUARTERS 


Dramatizing the theme, ‘Care for your 
year-older car,’ Standard Oil Co. of In- 
diana will advertise, in its spring cam- 
paign, ‘10 Star Wartime Tune-up,’ a 
wartime version of tune-up campaigns 


used in previous years. In addition to 
the newspaper series, service station ban- 
ners, curb signs, window stickers, dealer 
handouts and weekly announcements on 
Standard's farm radio broadcasts will be 
used. McCann-Erickson is the agency. 


Bankhead Readies — 
Paid Advertising 
Bill for Congress 


Washington, D. C., April 2.— 
Advertising circles buzzed this week 
with a report of a bill shortly to be 
introduced in the Senate which 
would provide for paid Treasury 
advertising in newspapers. 

e bill, presumably to be intro- 
duced by Sen. John Bankhead of 
Alabama, will entail the expendi- 
ture of between $25,000,000 and 
$30,000,000 for advertising space, at 
least half to go to country week- 


Ty | 


ver half 


California’s wage earners 


a are in the Los Angeles area! 


Sen. Bankhead’s office has con- 
sistently refused to comment on the 
bill, although a member of his staff 
conceded today that the senator had 
such a bill “under consideration.” 

The contents of the bill remained 
secret, but a confidential report of 
a midwest press association said 
that Doyle Buckles, manager of the | 
Alabama Press Association, had seen 
a first draft of such a bill. 

Secretary Given Powers 

This draft empowers the Secre- 
tary of the Treasury to contract | 
with newspapers for the advertis- 
ing of bonds. An unusual provision | 
n this rough draft stated “the Sec- 
retary is authorized to make regu- 
lations fixing the rates, terms and 
conditions of such advertisements.” | 

Advertisements, the draft said, | 
would be divided equitably between | 
daily and weekly newspapers upon | 

circulation basis and without dis- 
crimination on account of politics, 
religion, etc., but the draft specific- 

ly provided that not less than half | 
ihe amount should be paid to week- 

F 


in the nation. 


Treasury officials are said to have 
een left out of preliminary discus- | 
ms on the bill, but to date the)! 
eneral feeling of the department | 
is been against paid advertising, | 
ie largely to an unpleasant if edu- 
tional experience with the sale of 
aby bonds” some years ago, when 
ngressmen turned into advertis- 

g solicitors with gusto. 

The question of paid government 
ivertising thus was highlighted on 
e eve of the Treasury’s beginning 

drive to raise $13,000,000,000 in 
ir bonds. In the past, the news- 
ipers of America-have generally 
een lukewarm to paid advertising 
roposals, with some papers—not- 
bly the Scripps - Howard chain — | 
penly hostile. 

It was reliably reported today | 
nat the provision allowing the) 
‘reasury Secretary to set the ad- 
ertising rates at which the Treas- 
ry ads would run has been elimi- 
ated, and the copy—when and if | wow Yor 

materializes—will be scheduled | 
it prevailing rates. | 
Some far-sighted Treasury of- | 
icials are said to be opposed to 
“USing paid advertising because its 


ever-growing 


money to spend. 


There are 412,000 wage earners, 
with payrolls totaling $84,106,000 
monthly, in the Los Angeles area .. . 
second largest war production center 
These wage earners 
constitute 51.76 per cent of all indus- 


trial workers in California. 


Here is a huge but concentrated 
market where soaring annual retail 
sales are measured in billions, not 
millions of dollars . . . where the 
legions of workers, 
after investing in War Bonds and 
paying taxes, still have plenty of 


Boston Chicago 


Detroit 


Have you merchandise to sell right 
now, or have you a product that is 


unavailable for the duration? 


Let The Evening Herald-Express 
- «+ Number One daily newspaper of 
Los Angeles .. . help you get your 
share of today’s business and insure 
your postwar market in the Number 
One city in the West. . 


LOS ANGELES EVENING 


Werald Soprons 


Largest Circulation of Any Daily Newspaper in the West 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
Philadelphia 


Seattle San Francisco Los Angeles 


use by one government department | 
would open the floodgates of a huge 
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ADVERTISING AGE 


April 5, 1943 


Magazines Will 
Carry New Ford 
Production Report 


(Picture on Page 39) 


Detroit, April 1—With a _ two- 
page bleed spread in national maga- 
zines—the first during the current 
year—Ford Motor Company will 
add a new chapter this month to 
its wartime advertising program 
designed to acquaint the public with 
the extent and progress of the com- 
pany’s war effort. 

The forthcoming advertisement 
will be run on a staggered schedule 
beginning April 12 in Business 
Week, Collier’s, Esquire, Liberty, 


“Hmph! And WFDF Flint Michigan 


says communications are essential!” 


Look, Newsweek and The Saturday 
Evening Post. A full-page adaptation 
of the copy also is scheduled for 
The American Weekly. 

Headlined “The Toughest Fords 
Ever Built,” copy deals primarily 
with Ford-built tanks and tank de- 
stroyers. An illustration of one of 
these land dreadnaughts dominates 
the spread. Sub-head reads: “Hard- 
hitting M-4 tanks and M-10 tank 
destroyers built, armored and pow- 
ered by Ford—Praised by army for 
performance under fire!” “These 
built-for-battle models are pouring 
off the lines in fleets,” the copy 
states, “M-4 tank output is far 
ahead of schedule.” The advertise- 
ment also lists 17 Ford war prod- 
ucts. 

Maxon, Inc., is the agency. 


Plans Ad Contest 


The Milwaukee Advertising Club 
is planning a competition to de- 
termine outstanding advertisements 
by Wisconsin companies devoted to 
promoting the war effort. Entries 
in the contest will close in May, 
and awards will be made in a num- 
ber of classifications. 


‘Sentinel’ Raises Price 

The Evening Sentinel, Ansonia, 
Conn., has increased its single copy 
price from 4 to 5 cents, and its 
weekly carrier rate from 18 to 25 
cents. 


Coca-Cola Starts 
New York Drive 


New York, April 1.—The Coca- 
Cola Bottling Company of New 
York next week will initiate its 
spring advertising drive for Coca- 
Cola, using 420-line insertions twice 
a week on a staggered schedule in 
daily, Sunday, foreign language and 
college newspapers. 

Copy emphasizes the important 
role the beverage is playing in the 
war effort, particularly the armed 
services and industrial production. 
Outlined also is an explanation of 
why the product is being rationed, 
and how previous quality is being 
maintained. 


Chandler Outlines 
Second Quarter 


Paper Use Rules 


Further Cuts Depend 
on Economies, He 


Tells Publishers 


D’Arcy Advertising Company han- | Production Board, this week empha- 


dles the account. 


Heads Tulsa Adclub 


Luther Williams, editor of “The 
Diamond,” house organ of Mid- 
Continent Petroleum Company, has 
been elected president of the Tulsa 


postponement of further cuts de- 
omies effected by the industry. 
Outlining the procedure for ad- 


presented the following information 
which should be included in all re- 


Advertising Federation, succeeding | quests for additional allotments: 


J. Robert York, sales development 
manager of the Tulsa World and 
Tribune. Other officers are Don 
Watts, Watts-Payne Advertising, 
vice-president; Howard Jones, Okla- 
homa Natural Gas Company, sec- 
ond vice-president; and Viola R. 
Noble, Clarks Clothiers, secretary- 
treasurer. 
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Glenn D Gillett Computed Field Strength Distr 


end Previous Survey Measurements—SO000 Watts Dey and Night—October 1941 


with a future. 


iE 


Melvin Kirkwood is 244 years old—an- 
other lucky Wichita Boom Baby. Lucky 


of sub-assembly at Beech Aircraft. 


We're making no pipe dreams in 
Wichita. 
And we're making “no small plans.” 


We're building 


Growing by leaps and 


Well above 250,000 


bounds. 
population. 


natural resources. 


now promises to be one of the 


country’s leading post war 


aviation centers. Don't you 


miss out on this rich market. 


KFH is ready to do your sales 


job for you. 


THAT SELLING STATION 
EN KANSAS’ BIGGEST, RICHEST MARKET! 


AFH 
WICHITA 


CBS e 5000 WATTS DAY/AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


Mr. Kirkwood is foreman 


Already rich in 


Wichita | Randall Added to Stat 


D. J. Randall Jr., formerly with 
Lorenzen & Thompson, has joined 
the staff of the Sawyer-Ferguson- 
Walker Company, newspaper repre- 


net paid circulation only, plus 3% 
for production waste; estimate in 
specific number of tons of minimum 


of 1943. 
Outlines Requirements 
The following 


1941 and the first quarter of 1943: 

Gross tons or pounds of print 
paper used, whether in the publish- 
er’s plant or used for supplement 
produced by others. (excluding 
commercial printing or for printing 
publications which the newspaper 
does not publish.) 

Net press run by months and 
quarterly average. 

Net paid circulation by months 
(according to ABC Standards) and 
quarterly averages. 


press run and net paid circulation 
for each quarter. 

Average number of pages each 
month for morning, evening, and 
Sunday issues separately (supple- 
ments included). 


to total space. 


Asks Conservation Methods 


plished. 


quirements. 


vision, Washington, D. C. 


sentative, New York. 


Washington, D. C., April 1.—W. G. 
Chandler, director of the printing 
and publishing division of the War 


sized to newspaper publishers that 


pends largely on print paper econ- 


ministering Order L-240, affecting 
second quarter use, Mr. Chandler 


Amount of paper used during the 
second quarter of 1941 in printing 


requirements for the second quarter 


information is 
sought for the second quarter of 


Percent of difference between net 


Total number of lines or inches 
of paid advertising and percentage 


Total number of lines or inches 
of unpaid content and its percent- 
because he was born in a Boom Town | age. 


Publishers were asked to state in 
detail whether anticipated conserva- 
tion measures have been accom- 
If additional tonnage for 
the second quarter of 1943 is re- 
quested, and if no previous appeal 
for additional tonnage has been 
solidly, | granted, specimen copies of the 

newspaper should be _ submitted, 
along with a description of methods 
and plans devised to save print 
paper to offset the increased re- 


Appeals must be filed in triplicate 
and addressed to War Production 
Board, Printing and Publishing Di- 


—— me, 
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With large space in Liberty, Esquire and 
newspapers of key markets, Jas. Barclay 
& Co. aims at keeping the Corbey’s 
name before consumers in a time of |im- 
ited supplies. Brooke, Smith, French & 
Dorrance is the agency. 


Flying Buttons 
Caught in Scovill 
Zipper Campaign 


Waterbury, Conn., April 1.—Sco- 
vill Mfg. Company this week fired 
the opening gun of a spring and fall 
institutional advertising campaign 
for “Gripper” fasteners, using half 
pages in Collier’s, Esquire, The Sat- 
urday Evening Post, and two-thirds 
pages in Parents’ Magazine. 

Copy has been keyed to a series 
of cartoons picturing a humorous- 
looking gentleman who cheerfully 
bears the brunt of wartime ration- 
ing but rebels when buttons start 
to pop because of zipper restrictions. 
The advertisement is climaxed by a 
grim determination to win the war 
so “I can have gripper fasteners on 
my shorts.” 

McCann - Erickson 
account. 


handles the 


Martin Davis Joins 
Perfect Circle Company 

Martin Davis 
has been ap- 
pointed assistant 
advertising man- 
ager of Perfect 
Circle Company, 
Hagerstown, Ind., 
succeeding John 
Senn, who joined 
the Army last 
fall. In his new 
post Mr. Davis 
also assumes edi- 
torship of the 
“Magic Circle,” 
the company’s 
dealer magazine. 

For the past 13 years Mr. Davis 
has been with Blaker Advertising 
Agency, New York, in recent years 
as account executive. 


Martin Davis 


Named Sales Manager 
Ben-Hur Mfg. Company, Milwau- 

kee, maker of trailers, has appoint- 

ed A. B. Bechaud sales manager. 


IN THE SOUTH’S 


ae 


50,000 WATTS 


WZ 


NEW ORLEANS 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


THE GREATEST SELLING POWER | 


GREATEST CITY 


CLEAR CHANNEL 
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ADVERTISING AGE 


IKE ALL EXECUTIVES, mayors have a tough, complicated 
L job to do in today’s swiftly changing world—they have 


n little time for reading, great need for keeping posted. 
ya When they give precious hours to a magazine it must have 
oo important things to say to them—it must help them under- 
dm stand their jobs better, and the people who put them in their 
thirds jobs—and the problems in the minds of the people. Not sur- 
series prising then is the answer of the mayors of America’s 1,057 
fully largest cities when a research organization recently asked 
start them: 
_. What do you consider the most im- 
cn oe portant magazine in the U.S. today? 

the [i The mayors who replied rated Time first, by a margin of 3 


to | over the second choice of all magazines carrying adver- 


tising—gave TIME more votes than the next five magazines 
Y combined. 


Thus another important panel of U.S. leaders takes its 
place beside the seven other groups whose conviction that 
Time is America’s most important magazine has already been 
recorded in these announcements.* 


TIME is grateful for this vote of confidence—will do its best 
to deserve the continuing support of “America’s most im- 
portant people.” 


years 
J 

wau- 
oint- 


THE WEEKLY NEWSMAGAZINE 


These key groups all vote TIME 
“America’s most important magazine!” 


(Perhaps because each week Time does the most im- 
portant job a magazine can do—and does it for Amer- 
ica’s most important people.) 
“i. VIDENCE PREVIOUSLY SUBMITTED: 

Corporation officers and directors 

Newspaper editors * Radio commentators 

People listed in “Who's Who” * General Magazine Editors 

College presidents * Members of Congress 
EVIDENCE HEREWITH: 

Mayors 

COMING SOON! 


Newspaper Columnists Contributors to Encyclopedia 


Members of American Britannica 


“ Medical Association 


What do Mayors of U. S. Cities 
say about American Magazines? 


JAMES G. STEWART, 
Mayor of Cincinnati 


“Each week TIME gives me 
a full blooded account of the news of the world 
—and does it with a sparkle and a zest which is 
most stimulating. May TIME long inform and 
galvanize the American mind.” 
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MAURICE TOBIN, 
Mayor of Boston 
“TIME keeps me in step 


with this rapidly changing world—thus makes 
me a better informed person and a better 


Mayor.” 


JOHN B. GAGE, 


Mayor of Kansas City 
“TIME magazine is invalu- 
able to me. Other publications inherit the hab- 
its of an unhurried age—TIME gears itself to a 
new day, is succinct, comprehensive, essential 
to my understanding of what goes on.” 


+ 


W. COOPER GREEN, 


President City Com- 
misston, Birmingham 


“TIME is indispensable. Not only is it among 
the first in reporting, but it is likewise in the 
forefront of forecasting.” 


« As you know, Time’s advertising pages are rationed for the duration 
of paper curtailment. But Time will continue to present facts about its 
leader-readership in this space —for your information as you begin 
thinking about how and where to advertise after Hitler is washed up. 
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April 5, 1943 


Coffee Men Hit 
‘Extenders’ in 
All-Out Smash 


New York, April 1.—Taking no 
chances on losing the peacetime hot 
beverage market to wartime cereal 


tive campaigns in recent advertising 
history. 

Keynote of the drive, planned as 
a “haymaker” to the products that 
have boomed in the restaurant and 
institutional trade’ since coffee 
rationing, will be the theme, “One 
cup of pure, unadulterated coffee is 
better than two cups of unsatisfying 
brew.” 

Initial advertisement in the new 
five-month drive aimed at consum- 
ers and the trade alike, will be 
headlined “You Can’t Stretch Coffee 


“extenders,” the coffee growers and |Any More Than You Can Stretch 


distributors represented in the Pan- | 
American Coffee Bureau will, with 
the beginning of its new fiscal year, 
May 1, launch one of the hardest- 
hitting, direct-to-the-point competi- 


Mail order advertisers in Popular 
Science’s Classified Section say sales 
are going up! That's natural. Popular 
Science reaches over 700,000 men every 
month. Send your ad in before April 
8th for June Issue. Classified Folder 
A-4 is free on request. 


POPULAR SCIENCE © 


355 Fourth Ave. 
New York Ci 


Sugar with Sand.” A heavy list of 
magazines is scheduled, including 
the American Magazine, Country 
Gentleman, Good Housekeepng, 
Ladies’ Home Journal and Life. The 
new drive will extend the theme 
evolved in the present campaign 
and appearing in a half page in the 
April 3 Saturday Evening Post. 
Copy emphasizes that no combi- 
nation with adulterants even comes 
close to “pure, delicious, energizing 
coffee, but merely ruins the flavor 


ited, coffee, ““with its delicious mel- 
low taste, is too wonderful to 
waste.” 

The text also warns consumers 
to read package labels carefully to 
make sure they are not surrender- 
ing their ration stamps for adul- 
terated coffee. A final paragraph in 
the advertisement explains that the 
coffee shortage is due to present 
shipping problems and that coun- 
tries producing the product are 
cooperating in every way to alle- 
viate existing conditions. 

The same “You Can’t Stretch 
Coffee” headlines will be used in 
trade insertions scheduled for such 
business papers as American Res- 
taurant and Hotel Management. 

These advertisements declare that 
a few companies have experimented 
with adulterants, with the idea of 
giving their customers quantity in- 
stead of quality, but were quick to 
repent the move. Free supplies of 
promotional material are _ also 
offered to hotels and restaurants. 

Supplementing the campaign, the 


and lessens the goodness”; and that | bureau will continue to tell its story 
especially -while purchases are lim-|on a participating basis over 30 


radio stations all over the country, 
featuring home economics programs. 
An active publicity drive is also 
under way in the nation’s press, with 
stories appearing in newspapers, 
magazines and on the radio, carry- 
ing the message of pure coffee. 
Material is furnished regularly by 
the bureau to woman’s page editors 
throughout the Unted States, and a 
weekly radio script is furnished to 
approximately 250 radio stations. 


Burton Browne Named 

Consolidated Radio Products 
Company, Chicago, manufacturer of 
headsets, magnet winding, trans- 
formers and sound reproduction 
devices, has appointed Burton 
Browne Advertising, Chicago, to 
handle its advertising. Business 
papers will be used. 


Dimitman to ‘Sun’ 

E. Z. Dimitman has been ap- 
pointed executive editor of the 
Chicago Sun, a newly created post. 
He was formerly executive editor of 
the Philadelphia Inquirer. 


am 


Folks : sure am comin 


People are moving into Detroit! Even an 


alert Board of Commerce finds it difficult to 


keep count. But, this we know: Detroit leads 


all major cities of the nation in percentage 


of increase in population during the past 


two years. 


These newcomers (more than 300,000 of 


them) would have emptied the state of Dela- 
ware. Or cleared the city of Denver. Or left 


Dallas a ghost town. But, they have come 


from everywhere. Come to build the tanks 


and guns. Come to make every hour a pro- 


ductive hour. 


No routine radio schedules could serve 


these men and women. That is why WJR is 


on the air 


twenty-four hours a day. Why 


there are newscasts every hour of the night. 


Why the name band swinging for dancers in 


Hollywood is piped in for the pleasure of the 


swing shift at the war plants. 


Detroit is not leading a normal life these 


days. It is working ‘round the clock. It is 


fighting a war. And so is WJR. 


THE GOOBWALA STATION 


Dit 


BASIC STATION. 


--COLUMBIA BROADCASTING SYSTEM 


G. A. Richords, President... Leo J. Fitzpatrick, Vice President ond Gen. Mgr. 


Edward Petry & Company, Inc., 
National Representative 


— 


Hartford Opens 
Heavy Campaign 


for New Worker; 


Hartford, Conn., March 32) 
conjunction with the Cham) 
Commerce, business men her; 
opened a heavy newspape 
radio campaign to ease the . 
manpower shortage in this a) 
enlisting new personnel. 

Advertisements currently ry, 
in the Times and Courant are | 
supplemented by spot radix 
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nouncements and bus cards in Con. 
necticut company buses. 

Sparked by the slogan ‘Wo; 

While They Fight,” copy takes yp 


Night Highth 
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| “Soh ENROLL TOOAT! MAIL THS coUPON 


COMMUNITY MANPOWER MOBILIZATION 


the catch- words “Bright Angels 
Shall Keep Watch O’er Thy Sleep,” 
and turns them into potent sales 
factors for enrolling at the nearest 
War Manpower Commission mobili- 
zation office. 

Another insertion headlined 
“Night Flight” emphasizes that fac- 
tories, insurance companies, stores 
and all other types of business need 
help now, pointing out that hun- 
dreds of men and women who have 
not worked for years are back on 
the job. 

F. W. Prelle Company, Hartford 
agency, is handling the local cam- 
paign. 

The Gray Manufacturing Com- 
pany, in keeping with the city’s 
'drive for new workers, ran an ad- 
| vertisement in the Courant directed 
jat disabled and incapacitated ex- 
| servicemen. Copy points out there 
‘are still jobs in the Gray plant t 
‘former soldiers, sailors and mar 
/can fill even though they are elir 
— from active military service 


Council Elects Ames 

Allan P. Ames, senior partner of 
Ames & Norr, public relations, 
| been elected acting secretary of |e 
|American Fair Trade Council, and 
| will maintain headquarters for ‘! 
/council at the Ames & Norr offi 
'11 W. 42nd St., New York. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popule- 
tion. 


“Independent Survey of Providence Bulle” 
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rE “A very large number of Professional Advertising men have indicated in writing 


an their first choice preference for magazine circulation secured by direct mail 
Sleep,” * 

sales methods. 

nearest F 

nobili- 


idlined 
at fac- “Now, there is one magazine and one magazine only, among the 21,000 period- 


stores 
f icals published in America that stands supreme in the proportion of its direct- 
o have 


ack on by-mail circulation —The United States News. 


artford 
| cam- 


Com- “No longer need an advertiser spend valuable time and effort in costly investiga- 


city s 
other tions and surveys nor need he make demands for redundant proof. For hereunder 
d ex- . . . . . . 
_ there is appended prima facie evidence. Prima facie is merely a five dollar phrase 


stay that means ‘evidence sufficient to establish the fact’. 


mer of “Here is evidence sufficient to establish the fact.”’ 


offi DIRECT BY MAIL 
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U. S. @ 
an The United States News 
reach ni e 
pula- . r re . . =. 
Daniel W. Ashley, Vice President in charge of Advertising 

Bulletio 

f 304 Agency Space Buyers............. 93% voted direct-by-mail circulation their first choic: 

266 other Agency Execcutives..........93% voted direct-by-mail circulation their first choice 

| 234 Adv. Mgrs., Consumer Goods......: 84% voted direct-by-mail circulation their first choicé 


‘} 318 Adv. Mors., Industrial Products...88% voted dire: t-by-mail circulation their first choic 
(Note: Newsstand sales not involved) 
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OWI Tells Its Story 


The Office of War Information, 
which has been heckled in Congress 
to a considerable extent of late, 
finally decided to answer its critics 
with a specific and detailed state- 
ment of its operations, especially as 
related to its work with and coop- 
eration from established media of 
communication. The _ statement 
published in the March 29 issue of 
ADVERTISING AGE, confirms what the 
advertising world already knew— 
that OWI has set up an effective 
method of working with media and 
advertisers in utilizing all available 
facilities for the effective prosecu- 
tion of the war on the home front. 

We believe that the success of the 
program which has been followed 
by Elmer Davis, Gardner Cowles 
Jr., and company is the best justi- 
fication of the policies of OWI. In 
the advertising field, as all in this 
business are aware, the plan by 
which OWI has charted and defined 
specific jobs to be done on behalf 
of all of the war agencies, and these 
assignments have then been carried 
out through the Advertising Coun- 
cil, the voluntary’ organization 
which represents all of the facilities 
and interests of advertising, 
proven successful to a degree which 


probably could not have been pre-| 


dicted. In other words, the job has 
been done, and it has been accom- 
plished through the existing facili- 
ties of media and advertisers, guided 
by the Advertising Council in close 
cooperation with OWI. 


has | 


| this 
|from time to time. 


The Office of War Information 
has a broad responsibility for the 
distribution of information 
propaganda which will aid America 
in its fight for victory at home and 
abroad. Its job of helping to main- 
tain morale in the armed forces, of 
influencing public sentiment in axis 
countries and in the nations overrun 
by their armies, involves matters of 
military significance which ob- 
viously cannot be discussed in de- 
tail, even in answer to Congres- 
sional criticism. But on the home 
front, where its work has been car- 
ried on in the open, and with the! 
full knowledge of all concerned, 
there should be no question as to 
the vigor and success with which 
the objectives have been ap- 
proached, nor as to the attitude of 
cooperation maintained by OWI 
with media and advertisers. We 
think it is a tribute to the latter as 
well as to the Office of War Infor- 
mation that this tremendously im- 
portant assignment has been so well 
executed. 

Mr. Davis, head of OWI, has been 
frank in explaining both the poli- 
cies and the methods employed by 
his organization in working with 
advertisers and media, and we be- 
lieve that a continuing policy of 
presenting its work and the results 


- . \ > 
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—Chicago Times Syndicate 


"You been to town, Zeb? ... What's all this | hear about the Gov'ment makin’ 
us wear three pair of shoes a year?” 


L. E. Williams of Retailing has 
called our attention to a recent Fos- 
toria Glass Company advertisement 
in his paper which we think is 
worth passing on to you, because it 
indicates a type of industry promo- 
tion which has generally been over- 
looked. 

“Won't you join us in cheering 
some ads that are not ours?’ this 
Fostoria copy queries, at the same 


time reproducing typical advertise- 


ments for Heisey’s, Libbey, Cam- 
bridge, Sharpe, Imperial and Dun- 
can—all competitors of Fostoria. 
“We are not being big-hearted,”’ 
Fostoria insists. “Quite the con- 


* ee a aes 
“Won't you 
some ods that ARE NOT OURS? 


regularly and completely will 
answer most of the serious criti- 
cisms which may be directed against 
essential government agency | 


The Reader's Digest Saga 


In this issue of ADVERTISING AGE| which expects to get most of its 
is an account of the success ofjrevenue from advertisers, 


Reader’s Digest in building its circu- 
lation to the record-breaking total 
of more than 10,000,000, a figure 
never before approached by a 
magazine, particularly one selling 
at 25 cents. 

In reporting this impressive op- 
eration, we have felt that its inter- 
est and significance are based not 
merely on the success of a publish- 
ing enterprise, but rather on a mer- 
chandising job which parallels the 
work of advertisers in all fields 
where selling the consumer over the 
retail counter and by mail is the 
objective. In other words, 
manufacturer who has the job of 
designing and marketing a product 
selling in a highly competitive field 
at higher than the average price for 
similar products can learn much 
from the experience of Reader’s Di- 
gest. 

Its experience is of course of in- 
terest to other publishers, but it 
should be remembered that in sell- 
ing a magazine carrying no adver- 
tising, its problems are entirely dif- 
ferent from those of a publication 


}is merchandised and advertised. 


and | 
which therefore can use methods | 


|not justifiable or possible with a/| 


publication whose sole source of in- 
come is from the sale of copies by 
subscription and over the counter. 
The fact that such a merchandis- 
ing operation has been tremend- 
ously successful is thus illuminating 
to any student of merchandising, 
not only from the standpoint of the 
volume of business involved, but in 
view of all of the problems of de- 
signing and manufacturing a prod- 
uct so high in quality and so low 


/in cost of production as to permit 
any | 


the use of promotional facilities of 
all kinds on a magnificent scale. 
The story of Reader’s Digest 
therefore seems to us not only a 
classic of publishing, but an inspira- 
tion to any merchandiser or manu- 
facturer who may feel either that 
his field is overcrowded or that on 
a price basis he is out of line with 
his competition. The answer is to 
be found first in the design and 
quality of the product, and second, 
and even more important, in how it 


sie 
Pena 
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FOSTORIA GLASS COMPANY + +++ MOUNDSVILLE: > weet vineinia 
trary! In showing and sincerely 


brands of crystal, Fostoria is think- 
ing of itself and you... . thinking 
of the benefits to all who make or 
sell American handmade glassware. 

“The benefits are two. The 
American public is being educated 
to buy good crystal; second, to pre- 
fer American-made crystal. Ob- 
viously, as more voices join the 
chorus of advertising, the more each 
profits. And the more you profit 
as a retailer. 

“Look back to 1936. 
brands besides Fostoria 
tionally advertised then. In 1942 
six, besides Fostoria, advertised to 
the tune of $12,000 or more. Alto- 
gether, the industry spent $200,000 
in national magazines last year to 


,;help you sell American-made crys- 


tal. 

“The largest share of this by far 
was Fostoria’s. A regular adver- 
tiser year in and year out since 
1924, Fostoria has set a pattern and 
led the way in promoting the sale 
of American-made crystal.” 


English Thinking 
The Newspaper World of London 


|reports that the Publicity Club of 


Only two} 
were na-| 


Ad-libbing 


and | Helping Industry 


London had a meeting early in 
March at which two women spoke 
on the effects of the war on wo- 
men’s postwar buying habits and 
their reactions to advertising. Said 
Miss Cairns, editor-in-chief of Wel- 
don’s: 

“Women’s shopping sense has 
been sharpened by the war. Women 
in the future will not buy through 
extravagant claims, or be bam- 
boozled by the unhealthy boosting 
of mediocre goods. Women will no 
longer buy through overstatement. 
To gain and retain women’s con- 
fidence, aim at understatement 
every time. For just before the war 
quite a large section of the public 
were getting rather incredulous, 
rather advertisement shy. Many 
were punch-drunk from the ad- 
jectival world of words which was 
poured out in the name of advertis- 
ing. Many advertisements were 
getting too much like the superla- 
tive film trailer. The easy power 
of slickly slung words has had its 


day. Words are veering back to 
their rightful meanings and 
values. .. 


“One point strikes me very forc- 
ibly. Men and women will go 
through fire and brimstone for the 


during a war. Much of the activities 
|of the home front and the women’s 
|services has been stimulated 
| through first-class advertising. But 
I think it will need something very 
,astute, something planned with 
acute perception in the way of an 


applauding the advertising of other | @dvertising campaign to get these, 


Same men and women to do one-| issued these four presentation k 


; |which demonstrate, 
“Now I am wondering whether | 


|quarter on behalf of peace. 


some of those advertisers who know 
that production can only come back 
gradually could be persuaded to 
plan special postwar copy directed 
|}in this channel. I feel they could 
do a lot nationally if they would 
devote a percentage of their space 
catering for that time when the taut 
|nerves of pent-up patriotism will 
be loosened.” 


Jottings 

Bruce Hartman, who has been in 
charge of the New York office of 
Crescent Mfg. Company (Mapleine) 
for 24 years, has written a “Sales- 
man’s Creed” which his organiza- 


sake of whatever side they are on)| 
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Information 
for 
Advertisers 


The following documents may pe 
secured without charge from oom. 
panies sponsoring them, or th) ugh 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2145. America’s Fastest Grow. 
ing Markets. 

Reynolds - Fitzgerald, Inc., news. 
paper representative, has analyzed 
recent population estimates of the 
Bureau of the Census and put the 
result into a booklet which shows 
the 70 independent cities of over 
25,000 whose home counties have 
gained 10% or more since the 1949 
census. Maps and tables make the 
data easy to assimilate. 


No. 2146. Wartime Consumer An- 
alysis of the Greater Milwaukee 
Market. 


The Milwaukee Journal has is- 
sued the 20th annual edition of its 
analysis of consumer buying habits, 
which is of particular interest be- 
cause it provides a picture of buy- 
ing trends in wartime: what type 
of store is preferred, what happens 
when a store is out of stock and so 
on. It also contains information 
about women workers, lunch boxes, 
home baking and canning and other 
wartime developments. 


No. 2147. Iowa Grocers Vote on 
Advertising. 


Station WHO, Des Moines, has 
issued this folder, which is based 
on replies to a survey conducted by 
the Iowa Retail Grocers and Meat 
Dealers Association, and gives Iowa 
grocers’ answers to “Which medium 
helps sell the most goods for you?” 


No. 2148. The 
Revolution. 


The growth of industrialization 
in overseas countries ordinarily 
considered agricultural or pastoral 
is described in this illustrated bro- 
chure, issued by American Ex- 
porter, which points out that as 
more consumers’ goods are manu- 
factured locally, United States ex- 
ports will shift to a larger propor- 
tion of supplies and equipment. The 
book describes the contents and de- 
velopments of American Exporter’s 
Industrial Supplement and analyzes 
its readership. 


No. 2126. A Miracle Farm Market. 


Station WDAY, Fargo, N. D., has 
issued this booklet, which tells why 
the Red River Valley is called a 
miracle market, giving figures on 
value of farm lands and buildings 
and retail sales. A county tabula- 
tion shows WDAY’s coverage, wth 
population and sales data for pr'- 


New Industrial 


|/mary and secondary areas. 


No. 2008. Levelcoat and Hyfect 


tion believes is pretty near tops. . .| 


“About You and Us,” a new em- 
ployes’ booklet just issued by Mun- 
singwear, is a notable addition to 
this type of printed material. The 


company’s story is told with the as- | 


sistance of “Munsingwear Mac,” a 
cartoon character who will also be 
used hereafter whenever messages 
are to be conveyed to the company’s 


| personnel. . . 


Sample Books. 
Kimberly-Clark Corporation | 


with prin’ 
specimens, the quality and adap’! 
bility of Kimfect, Multifect 
Trufect Levelcoat papers and 
fect book paper. Each kit also c 
tains unprinted samples for test: 
and comparison. 


No. 1211. The Story of the Talki 
Foghorn. 

Free & Peters has issued this b: 
chure, which tells the story 
Sonovox, the acoustical devel 
ment which puts the voice of alm« 
any kind of animal, machine 


‘musical instrument into words. I' 


the story, specifically, of Le‘ 
Brothers’ use of the device for *! 
Lifebuoy program. 


No. 2138. How to Make Your Sa 
Grow in a Growing Market. 

The St. Louis Globe-Democrat h 
issued this brochure, which £0 
into detail about the scope of © 
St. Louis market and its sales pote! 
tialities, giving facts about popu! 
tion growth, sales, and an analy 
of the paper’s coverage of the “49! 


| state.” 


ma nf x - : - ——— a _- _ — “ ———— ei — 
e i | Po 
Se 4 hy 8 re aE ran hg BG PES ae 
a oe ete he ‘ One 
7 Te | % i ; &, PS er | 
ce | ye Re | | a 
— Ze | I \ OE ds + t: . B) KY : a ‘ 
: ts. Sey ns pen a % AS = 
4 ; Td, SS ax a eeeeneenenenenenenenn 
% ; Ta r) 
Ba bs. ae AD ? 
a fee i 4 ia Bc tf 
‘ a ( TT ae ae J fA 
Ag i : ' f 
| ae 1 (oe 1 || PS wae | 
Pe — We) ||) a | 
we / a. a ee, — aN ; “Se tS 2% 
: ee ee §= A | é eS me et Ramey es ge 
_— 8 e a *, fa : N ~ 7 ae de 
a a aS Kearse |X wean 
eet , ne N : m /- ; mM, . wa ce 
. Ss P| eee Or, % * d 
eT Og op ‘ Mie. ee . | 
aa. 785! Owe tS ’ - - 
a ee i | 
=. oF: “% ' 
ee ty * wets he 3 1D. x & 
a : FD) on N Ninn We 2 / 
" Ph ESO bios at ) 
ee oO BE Sac ie <9 | 
‘ } eM GO hg 4 AGE 
i Da tS fe et. = | 
| lh pede 3 Snes * SS 
Fe O 2: FA ttn pee 9 shire we SY aS % 
EET OT i 
,; z ‘Silicate ere. Uf 4 it Ficy 
a 
Pit Lue? 
se PR yee 5 AE ae 
eee, OS 6 oa ee REF 
= ene ————_—_——_— — ee | 
FS Pe po | 
. | 
- 2 ee ; RP NR RRR Rms RARER i we IT MECN RON SET TS INTEL A a 
i ae ia Fai Ps ; a ae mf ai 
ae - ~c¥s » » 
e's Ree se \ \¥ ee 
Le + “et 
- bbe Le 
oe 3 \ 7 at 2 
‘ - 7 x ; 
p <n nd ms 
. € pe WeF ° 
, os - & — 
aa i Sa a Pee Ye <= ,) 
| “) ~ 
: P oe P 
i a Saeeteaess Seeetamewe pe ae 
=e pe =. tittinndteaaliee bbetn 4webdleees beh 
a s 
ee tac 
i ae 
ae: a 
) | | ye a 
ae _ $$ 
. ce ; 
” _ 
ie ee 
ot gee 
3 
ae 
iste : ie, tes 


waukee 


has is- 
n of its 
habits, 
est be- 
of buy- 
at type 
lappens 
and so 
rmation 
| boxes, 
d other 


‘ote on 


Ps, has 
; based 
tted by 
1 Meat 
s Iowa 
nedium 
* you?” 


lustrial 


lization 
linarily 
astoral 
d bro- 
n Ex- 
hat as 
manu- 
@s ex- 
ropor- 
it. The 
nd de- 
porter’s 
lalyzes 


farket. 
D., has 
Is why 
lled a 
res on 
ildings 
abula- 
, with 


ri} 7 


Hyfect 


ADVERTISING AGE 


JOHN B. WOODWARD, INC. 
110 East 42nd Street 
New York, New York 
Ashland 4-2770 


Russ Building 
San Francisco, California 
Exbrook 2164 


Park Central Building 
Los Angeles, California 
Van Dike 3782 


cS. & Coun 
Globe-Democrat Building 
St. Louis, Missouri 
Garfield 1212 


OSBORN, SCHOLARO, MEEKER & CO. 
360 North Michigan Avenue 
Chicago, Illinois 
State 4107 


General Motors Building 
Detroit, Michigan 
Trinity 2-7810 


Your Advertising Story will be 


Its BLACK 


| WY 
and U/L 


and really read all over | 


ND WE CAN PROVE IT 


For L. M. Clark, Inc., set out a while ago to analyze news- 
paper readership of 23 standard-size newspapers in 11 top-flight 
American markets. 


Two Boston newspapers were studied, 21 others in 10 other 


cities. 


The Clark people, specialists in this sort of thing, took plenty of 
time and thousands of personal interviews to do the job. 


When they got through, they really had something.* 


And, if you’re interested in selling a product, an idea ora 
name to the people of this rich Boston market, you'll want to see 
the results of this important readership study before making your 
final media selection. 


Phone or write the office nearest you among those listed below 
for a copy of “Confessions of America’s Most Exasperating News- 


paper — According to the Research of L. M. Clark, Inc.” 


* P.S. So had we. THE BOSTON GLOBE was first in 
Boston, first in the nation, in the two big indices of the 
Clark Studies — “Reader Traffic on Advertising Pages” 
and “Reader Observation per 100 Lines of Advertising.” 


Che Boston Globe 


MORNING ® EVENING ® SUNDAY 


BETTER READ in the BEST READ Newspaper 
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Kellogg to Buy 
All 211 Stations 


on Mutual Network 


New York, March 31.—Kellogg 
Company will expand its sponsor- 
ship of “Superman” to the full Mu- 
tual Network of 211 stations, it was 
announced this week. The popular 
comic strip hero is heard Monday 
through Friday from 5:45 to 6 p. m., 
local station time, on 38 Mutual 
stations west of Denver. 

The program will take on 55 sta- 
tions April 12, six on May 17, 39 
more on May 31, 46 on June 7, and 
17 on June 21. 

Kenyon & Eckhardt, New York, 
is the agency. 


Bristol-Myers Changes 


Bristol-Myers Company will sub- 
stitute “The Parker Family” for 
“In Person-Dinah Shore” on the 
Blue Network, beginning April 30. 
The program is heard Fridays from 
8:15 to 8:30 p. m., EWT, on 120 
stations. “The Parker Family” will 
be heard the same time on the same 
number of stations, in behalf of 
Mum. Pedlar & Ryan is the agency. 


Bourjois Takes Blue 


Bourjois, Inc., will return to net- 
work radio after a lapse of seven 
years on April 18 when the cos- 
metic house will launch a musical- 
variety program on the Blue Net- 
work. The new show will be heard 
in behalf of Evening in Paris face 
powder Sunday from 6:05 to 6:30 
p. m., EWT, on 119 stations. 

Bourjois will cooperate with the 
government in its efforts to impress 
on the women of America the need 
for conserving cosmetics in wartime. 
Commercials will emphasize con- 
servation as a patriotic duty. Foote, 
Cone & Belding is the agency. 


J & J Renews 


Johnson & Johnson has renewed 
“Edwin C. Hill—The Human Side 
of the News,” for the third suc- 
cessive year on 66 stations of CBS, 


BALTIMORE'S BLUE 
_ NETWORK 
_ OUTLET 


% 


_— (atlenal totives: 
_ SPOT SALES, INC. 
New York - Chicago - Son Francisco 


effective March 30. The program 
is heard Tuesdays from 6:15 to 6:30 
p. m., EWT, with a rebroadcast at 
12:30 a. m. Young & Rubicam 
handles the account. 


General Foods Renews 


General Foods Corporation has 
renewed “We Love and Learn” for 
an additional season, _ effective 
March 29, on 91 stations of CBS. 
The program is aired Monday 
through Friday from 2:30 to 2:45 
p. m., EWT. Young & Rubicam is 
the agency. 


Manhattan Soap on NBC 


Manhattan Soap Company, New 
York, will sponsor an audience par- 
ticipation show titled “Scramby 
Amby” on six Pacific Coast outlets 
of NBC to promote Sweetheart soap. 


The program will be heard from 
9:30 to 10 p. m., PWT, commencing 
April 21. Franklin Bruck Adver- 
tising Corporation is the agency. 


S. C. Johnson Renews 


S. C. Johnson & Son has renewed 
Fibber McGee and Molly for 52 
weeks over 127 stations of National 
Broadcasting Company for John- 
son’s wax. Needham, Louis & 
Brorby, Chicago, is the agency. 


Fisher Sponsors Abbe 


Fisher Flouring Mills, Seattle, is 
sponsoring “James Abbe Observes” 
over the Pacific Coast Blue Network 
starting March 29, for 52 weeks. 
The newscasts are aired daily from 
7:30 to 7:45 a. m., PWT. Pacific 
National Advertising Agency, Seat- 
tle, handles the account. 


Disney Hats Develop 
Wartime Selling Plan 
Disney Hats, Inc., New York, will 
introduce to its dealers a_ special 
planning guide, “How to beat last 
year’s hat figures,” which includes 
an analysis of every step of the Dis- 
ney better-hat program and a goal 
at which to shoot for 1943. 
Spearheading the new campaign, 
will be a series of advertisements in 
Esquire, each built around a specific 
and familiar Disney hat, with the 
initial advertisement in the April 
issue, based on the famous Disney 
“Staton-Wagon.” Retailer tie-ins 
will be based on a “Craftsman 
Plaque” depicting a veteran hat 
craftsman applying the final touches 
to a Disney hat. Copy addressed to 


the trade will consist of a series of 


April 5, 1943 


; ee 
messages coaching the retailer j 
new emphasis on better ha:. e.. 
the importance of concentrati,,. ° 
their quality lines. = 


Weckler Heads Dodge; 
Chrysler Shifts Others 


Chrysler Corporation, Detro); hac 
named Herman L. Weckler, (5,. 
merly vice-president and genera] 
manager, as president of the p. dge 
division, succeeding W. J. O’Ne\) 
resigned. Mr. Weckler will oo). 
tinue his duties as general mans ve; 
of Chrysler Corporation. : 

F, J. Lamborn, vice-presiden; jy 
charge of manufacturing for Dodge 
division, has been named vice. 
president and general manager, ang 
L. L. Colbert has been appointed 
general manager of the Chicago 
Dodge division. 
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CHILTON GROU? 


as 


THE IRON AGE, stalwart of the 
metal-working industry. 


. 
HARDWARE AGE, the leader in the 
of hardware ‘istribution. 


* 
DEPARTMENT STORE ECONOMIST. 
in its field. Reaches more key 4e! 


ment store people than any other bu 


ness publication. 
e 
BOOT AND SHOE RECORDER, aut! 


tative in the shoe business. 


felt 
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i tion within the confines of this : | . | 
Lever P ur chases country, its territories and pos- Two Join L&T -Mansure Appoints ‘ Dehydrated Food 
sessions. DeWitt Dingman and Hayes Cone| E. L. Mansure Company, Chicago, ‘ 
Major Share of Capital Increased have joined the New York staff of |manufacturer of drapery and uphol- | Misunderstood by 
a] Nominal capital of Frosted Foods Lorenzen & Thompson, newspaper |Stery trimmings, has appointed 


Frosted Foods, Ltd. 


New York, March 31.— Lever 
pros. & Unilever Ltd., has purchased 
the -ontrolling interest of Frosted 
Foods Limited, London subsidiary 
of General Foods Corporation. 
Frosted Foods Sales Corporation, 
also under the GF banner, packs 
and distributes Birds Eye quick- 
frozen foods in the United States. 

Edwin T. Gibson, vice-president 
of General Foods, pointed out that 
sale of the British subsidiary to 
Lever will have no effect on do- 
mestic Birds Eye sales, inasmuch 
as Frosted Foods Sales Corporation 
has always sold its entire produc- 


Limited is increased to £800,000 ac- 
cording to the agreement, and Lever 
is acquiring for cash 600,000 1l£ 
“B” ordinary shares of the new 
£700,000 issue. The remainder will 
be issued to General Foods as con- 
sideration for patents and rights in 
processes of quick freezing and 
necessary apparatus outside the 
United States and its possessions. 


Aspertane to Compton 
American Home Products Cor- 
poration has appointed Compton 
Advertising, New York, to direct 
advertising for Aspertane, a pain 
relieving tablet containing aspirin. 


representative. Mr. Dingman was|Goldman & Gross, Chicago, as ad- 

formerly with the New Verte office | Vertising counsel. Magazines, busi- | Many, Is Report 

of the Cincinnati Times-Star and |ness papers and direct mail will be| philadelphia, April 1.—A total of 
later with Small, Brewer & Kent,|used for a campaign built around | g95 housewives out of 1,294 inter- 
and Mr. Cone was formerly vice-|the theme, “Cheer up your home | yiewed in 14 supermarkets use de- 
president of Andrew Cone Adver- | With trimmings.” hydrated soup mixes in their homes, 


tising Agency. . 7 ‘according to the second survey of 

setiiensiinainlntens Foley Appointed dehydrated soups and foods con- 

° | John McShain, Inc. i ted he Philadelphia Evenin 

Dunne Named Time Buyer builder, has pons wr Richard A. | Bulletin, ‘results ot wale were re 

Richard Dunne, formerly of Ken- | Foley Advertising Agency, Philadel- | nounced this week. 

yon Research Corporation, has been | Phia, as advertising counsel. In most cases, however, the sur- 
appointed radio time buyer of Ken- 
yon & Eckhardt, New York, suc- 


“— vey indicated that dehydrated soups 

West-Holliday Moves have not replaced canned soups in 

ceeding to the post vacated by Hilda] West-Holliday Company, Inc.,| Popular esteem, 407 of the 895 users 

Lucey. Jane Shannon, of the time|newspaper representative, has | asserting that dehydrated products 

buying department, has been named | moved its San Francisco office from | Were “much better” than canned 
Mr. Dunne’s assistant. 


Mills Tower to 625 Market St. | soups, while 294 thought they were 


When she and her vitamin-deficient pooch went to the cupboard and found it 
bare, you could have knocked her over with a T-bone. The little meat that wasn't 
there just goes to show what happens when you take things for granted. The 
Seller's Market will likewise be an empty cupboard five minutes after the whis- 
tles blow for the next armistice. Please believe history! 


Meat may be rationed, and Hubbard squash, too, but there are neither strings 
nor stringencies on your right to advertise in the essential publications of your 
craft. Editors of such publications, with an ear to the ground and an eye to the 
future, are, even now, plotting the curve of things to come. Bring your advertis- 
ing into line with their advanced thinking, in the very “books” for which they write. 


One or more of the CHILTON GROUP of Essential Publications will keep mental 
shelves stocked in the metal-working, hardware, department store, shoe, jewelry, 
ptical, automotive, aviation, insurance, or warehouse field. Invest now for pro- 


tection /Jater. CHILTON COMPANY (Inc.), Philadelphia and New York. Branches 


n principal cities. 


SWELERS’ CIRCULAR-KEYSTONE, 
i and found indispensable. 

a 
PTICAL JOURNAL and REVIEW of 
“METRY, standard of the optometric 
ion and optical industry. 

. 
MOTIVE and Aviation INDUS- 
technical authority in automotive 
rcraft plants. 

7 
R AGE, covering all automotive 
and maintenance problems. 


Essential Publications 


COMMERCIAL CAR JOURNAL, influenc- 
ing majority of fleet operators and mem- 
bers of the truck trade. 

e 


THE SPECTATOR, LIFE INSURANCE IN 
ACTION, most quoted insurance publi- 


cation. 


THE SPECTATOR PROPERTY INSUR- 
ANCE REVIEW, modern in form and 


style of reporting. As useful as it is un- 
usual. 


| “Just as good” and 191 felt they 
| were “not as good.” 

The need for additional public 
education on the matter of dehy- 
drated food was made clear by the 
investigation. Even among the 895 
users of dehydrated soups, only 605 
said they knew what dehydrated 
foods are, but when asked to de- 
scribe them, it was revealed that 
many consider any dried fruit or 
vegetable as dehydrated. Some also 
confused dehydrated with frozen 
foods. 

At the time the survey was made, 
during the first half of February, 
retailers reported that they were 
much more interested in frozen 
foods than in dehydrated items, and 
emphasized that the public knew 
too little about the latter to make it 
possible to push them under exist- 
ing conditions of personnel short- 
ages and difficult selling conditions. 
Several emphasized that the public 
is in a more experimental mood 
now than it is likely to be after the 
war, and that as a consequence 
every effort should be made now by 
makers of dehydrated foods to get 
their stories over to the public. 


MacKay Heads Research 


Louis MacKay, formerly space 
buyer of A. McKim Ltd., Montreal, 
has been appointed director of mar- 
ket research of National Business 
Publications Ltd., Gardenvale, Que. 


vremtum 


Tsed 


True 
Story 


(the wage earners’ 
favorite magazine) 


gives you these 


“EXTRAS” 


I Most Wage Earners at Least Cost 


D and W, for executives who buy Ship- 
ping, Handling, Warehousing and Dis- 
tribution services and supplies. 


In addition, CHILTON COMPANY (Inc.) 
has an equal interest in Business Pub- 
lishers International Corp., publishing 
The American Automobile (Overseas 
Edition), El Automovil Americano, In- 
genieria Internacional, Industrial Edition, 
Ingenieria Internacional, Construction 
Edition, and El] Farmaceutico. 
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EXPANDS CANADIAN TEST COPY 


———_ 


l 
Consumers, the People’s Lobby, and | sented in the work of important | 


. 
Consumer Chiefs the League of Women Shoppers, | government agencies. Since this is | 
Inc. |a hearing of the committee on agri- 
Most vocal was Lydia Altschuler, | culture, we might talk about the 
. executive secretary of the Council|Department of Agriculture. We 
e uring of Organized Consumers. After ex-| were shocked last December when 
plaining that her organization had|Donald E. Montgomery, consumers 
a presented President Roosevelt with | counsel, was allowed to resign. For 
Senate Hearin a petition attaching 30,000 signa- | seaee he had done a fine job of rep- 
g tures, and outlining five basic|resenting us, and consumers felt 
| points, she recommended: ‘that in the Department of Agricul- | 
Washington, D. C., March 31.—| “Ration immediately all foods|ture, at least, they had an official | 
Today was professional consumer | and 11 other goods scarce or likely | representative to turn to. We hope 
day at the Senate sub-committee on | to become scarce. Do this without|that the consumers counsel can be 
agriculture hearings. Before the|@dvance notice that would encour- | reinstated. 
committee, which consisted solely of |age hoarding. We have sometimes (Donald E. Montgomery stepped | 
patient Sen. George D. Aiken of | heard that pressure against ration- | from the Department of Agriculture | 
Vermont in the afternoon, appeared |ing is being exerted through some | job toa similar post with the United 
representatives of the Consumers |°f our Congressmen. Automobile Workers, vocal and | 
te tana | opulent CIO union. AA, Feb. 15). | 
Union, the Council of Organized| Asks Price and Quality Control 
—_ Completely Organized 
Keep prices down ... we are 
lagainst bills to revise the parity Concluding, Miss Altschuler de- 
|formula such as the Pace and Bank-|clared “From now on we are organ- 
head bills... ized to let you know our hopes and — 


Extending a test campaign recently run in Windsor, Stokely-Van Camp of Canada 
Ltd. scheduled this large-space copy in Toronto evening dailies for its pre-cooked 
beans. J. Walter Thompson Co., Toronto, is the agency. 


-No Burton Browne 
~chent hasa | 


“better advertising 


~~ BURTON LSA BROWNE 
a ADVERTISING 

~) 360 EAST SUPERIOR STREET 
-= CHICAGO: DEL. 3800 


pig ig 


“Control quality. That means we 
want to know when we look at a 
label exactly what sort of goods 
|we’re buying. If we don’t have 
|quality stated on the label, we can 
have hidden price increases put 
lover on us every time we buy. 
Therefore, we’re enthusiastic about 
the grade labeling programs for 
canned goods set up by OPA. We 
hope no special interests are al- 
lowed to interfere with this im- 
portant program. 

“Let us help. Let consumers, 


desires on the matters which come 
up before you.” 

Another witness, well known by 
now to the advertising world, was 
Colston E. Warne, Amherst pro- 
fessor who spearheads the activities 
of Consumers Union. Said Dr. 
Warne: 

“It’s comparatively easy to fight 
open price rises like those proposed 
in the Pace and Bankhead bills. But 
in its technical work Consumers 
Union has frequently found hidden | 
price rises—goods sold at ceiling) 


the quality has been deteriorated. 
That means the consumer doesn’t 
get his money’s worth. It also 
means the nation doesn’t get its 
money’s worth. It means wasted 
money and energy at a time when 
we need to save all our energy for 


|\the job of fighting Fascism. Price 


control is meaningless without qual- 
ity control. We urge the Senate to 
back up the Price Administrator in 
all programs which tie price to a 
definite quality standard, shown on 
the label.” 

Dr. Warne, whose views on ad- 


vertising’s non-essential status have 
been thoroughly publicized, also 
recommended increased ratio: ing 
and increased participation of con. 
sumers in legislature. 

Dr. Warne also attacked adver- 
tising. He estimated that news- 
paper advertising this year would 
require 800,000,000 kilowatt hours 
of power and 1,300,000 tons of news- 
print. Manpower would be saved, 
the CU spokesman contended, by 
tapering off advertising of trade 
names. Touching a familiar string 


farm and labor people be repre-| prices but worth much less because | on the consumer harp, he argued 


that advertising intended to stimu- 
late buying increased the danger of 
inflation. 

Benjamin C. Marsh, executive 
secretary of People’s Lobby, at- 
tacked a marketing and distribution 
system which he called “wasteful 
and disgraceful.” He urged that 
government control be extended to 
/manpower and “to industry in the 
| inclusive sense.” 
| Contending that price increases 
double those incurred by Great 
Britain show the extent to which 
we are losing a battle against in- 
flation, Mr. Marsh offered among 
his cures: 


Recovery by Taxation 


“All major industries must be op- 
erated as a unit, under direction of 
technicians and production engi- 
neers, responsible to the govern- 
ment and not stockholders jockey- 
ing for postwar advantage, and all 
|profits above the current rates of 
|interest on a fair evaluation must 
| be recovered by taxation.” 


(left to right) ; Glenn 
Snyder, Manager of WLS, and 
Merritt R. Schoenfeld, Sales Manager 
forthe BLUE’s Central Division, (representing 
WENR) receiving the trophy from P. 8S. Joyce, 


| = P . Chicago Manager of the Grocery Products | Likewise, Mr. Marsh believes in 
ee 4 F Division of General Mills,and E. H. Kees, |cutting distribution practices. “Pro- 

ss: ‘e “fi # Assistant Central Division Sales | cessors and distributors of all farm 

“4 if “a Manager for General Mills. | products should be made govern- 

$ . ment agencies, with margins fixed, 

Le in cooperation with labor and with 

a! the minimum of personal service in 

— distribution. This is done in Brit- 


tz — 
MERE sk 


-ain, where experienced men are in 
charge, and we have plenty in 
America. It involves zoning for 
farm products,” he said. 


General Mills Trophy awarded to 


WENR-WLS “A CHROMART 
for lowest cost per inquiry 


PRINT 


— _- FROM YOUR | 


-|KODACHROME 


ator PLATE 


A fine Chromort Colorprint 

gives ort director, client 

and engraver the art-copy 

they like. Prices $38 up. 
Write! 


@ /i-yo Silver ! The Lone Ranger, radio's by capturing the sponsor's special award 


most thrilling drama, has a listening for lowest cost per inquiry! 


audience and a listener loyalty that is All of which proves that in Chicago 
and the Midwest the Blue is still going 
forward with the speed of the great 


horse Silver, delivering value far beyond 


Win 


the envy of many a sponsor. 


) 
j 


Recently this popular program carried 


SS 


a billfold offer that was a complete 
nation-wide success. Returns from the normal expectations. 
entire Blue Hook -up of stations were You, too. can share in the whirlwind 


remarkably good. 


Yet WENR-WLS topped all stations 


progress of the Blue. Better get all the 


facts now. 


HTT 


HIN 


PHOTOCHROME 
7 N. FAIRFAX AVE. * HOLLYWOOD 


Overnight by Plane 


i| tH 


CHICAGO'S BLUE NETWORK STATIONS 
890 KILOCYCLES 
50,000 WATTS — CLEAR CHANNEL 


7 


HiIl 


| 


ll 


Represented by Bive Spot Soles 
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OPA Unveils New 
inventory Control 


Basedon Points 


Washington, D. C., March 31.—A 
new headache, inventory control 
under point rationing, was an- 
nounced to the harassed grocers of 
the nation this week by the Office 
of Price Administration. 
retailer handling rationed 


Each 
processed foods will determine the 
point value of his allowable inven- 


tory of these goods by multiplying 
the total number of ration points he 
received for sales of these com- 
modities during March by three. 
Wholesalers will determine their 
allowable inventory for April by 
multiplying the number of ration 
points they received by six. These 
figures are OPA’s “allowable inven- 
tory factors.” 

The retailer’s allowable inventory 
will remain fixed through succeed- 
ing months of rationing, unless spe- 
cial conditions require adjustment. 
Wholesalers, on the other hand, are 
subject to change from month to 
month to allow for storage of 
canned goods at the peak of the 
packing season for use later. A new | 
factor for the wholesaler will be! 


| | 


om . MAAN RE A OAT tL Saw elt 


(~~ STEEL is addressed to com- 
9 ) panies and directed to the 
\e attention of an _ individual 
name within each company. 
So that our advertisers may know the 
calibre of metalworking men who get 
STEEL first—we analyzed our ad- 
dressing stencils. Here are the facts: 


PO cas chenvetaceons 18.72% 
FS bide scccdsabeed 7.69 
COR SE sncctcnoncdethed 13.26 
TOMI a 6000 ensdseaces 6.17 
| 19.82 
Prod. Mers., Supts., Ch. 

Engineers, etc. .......... 19.8 
Sales Managers ........... 2.7 
\o individual ............ 11.82 


These are first readers—the men who 
have copies of STEEL addressed to 
them... but these copies don’t stop 
there, because analysis shows 84.6%, of 
the copies are used by more than 2 
key men. For more complete facts on 
STEEL'S coverage, see the new Mar- 
ket Study available from STEEL'S rep- 
resentative. STEEL, Penton’ Bidg.. 
Cleveland, Ohio. 


A PENTON 
Publication 


q _ The Magazine of 
Metalworking & Metalproducing 


announced at the end 


| month, 


Must Register Points 


The fetailer will register his 
allowable inventory with his local 
board during the first 10 days in 
April, along with a physical inven- 
tory, including all unspent points he 
has on hand. If his allowable in- 
ventory is larger than his physical 
inventory, then he may build it up; 
if the point value of his inventory 
is above that of the “allowable 
standard,” he must surrender the 
excess points. 

If a retailer does not have suffi- 
cient number of points to surrender 
the total excess number at registra- 
tion, he may forward them later, 
but he may acquire no processed 
foods until he has done so. 


of each) 


Restrictions on wholesalers are 
similar, with the additional require- 
ment that they deal directly with 
OPA’s Washington offices, since no 
further adjustments will be made 
by state or district offices in inven- 
tories. 


Finnernan to Grey 


director of advertising for Scripps- 
Howard Newspapers, has _ joined 
Grey Advertising Agency, New 
York. 


Joins Hazard 


| 
| 


| 
| 


president of Benton & Bowles and | 


Petrillo, Waxmen 


Agree to Meet 


to Discuss ‘Ban’ 


New York, March 30. — Long- | formed to investigate the AFM boy- 
the | cott, is expected to recall his com- 


John F. Finnernan, former vice- American Federation of Musicians’ | mittee for further hearings from the 


awaited conferences 


to end 


pected to advocate submitting the 
dispute to the War Labor Board if 
the across-the-table talks with the 
union official fail. 

| Sen. D. Worth Clark of Idaho, 
‘chairman of the special Senate 
| Interstate Commerce sub-committee 


recording ban will begin on April| recording and broadcasting indus- 


15, when AFM President James C. | tries in the event the “peace talks” 


Petrillo and representatives of the | collapse. 
recording and transcription indus- | eight months. 
‘tries meet at the Hotel Ambassador. | 
Lawrence Morris of RCA-Victor, 
- |spokesman for the waxmen, con- 

\firmed the April 15 date with Mr. | 

Claire Gaucher, formerly feature Petrillo following a meeting Satur- | vice-president of Wilding Pictures 
editor of Charm, has joined the edi- |day morning at the Columbia Re- Sales Corporation to join the execu- 
{torial and copy staff of Hazard |cording Corporation offices here. 
Advertising Corporation, New York. | 


The ban has been in effect 


Vilas Joins Handy 


William’ H. Vilas has resigned as 


tive staff of Jam Handy Organiza- 


A majority of recorders are ex-|tion, New York. 


— 
4 


that PEVETRATES 


the Pockethook 


Use the 


BURRIDGE D. BUTLER, Publisher 


Since 


ME 
1841 qua 


_ to Double Your SALES Power c« Pracnie Farmer Laud / 


hen you combine the power of the print- 
ed word in Prairie Farmer with the power 

of the spoken word on WLS, you really open 

the pocketbook of Prairie Farmer Land. 


One advertiser who uses both, R. Q. Ham- 
mer, Advertising Manager of Consolidated 
Products Company, makers of livestock and 
poultry feeds, says: 


*‘Whenever we are anxious to do the 
most complete job possible, we use 
both WLS and Prairie Farmer.” 


It’s a good time to prove this now. Pocket- 
books of the millions of working men and 
women throughout Prairie Farmer Land are 
well filled. No other market is producing 
more to feed and arm the Nation. The 
printed word . . . the spoken word .. . let 
this combined power that penetrates the 
pocketbook carry YOUR sales message into 
Prairie Farmer Land. 


CHICAGO 
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April 5. 1943 


First War Year 


ls Reflected in 
Packaging Awards 


(Picture on Page 34) 

New York, April 1.—The ingenu- 
ity of America’s package makers in 
the face of material shortages is 
reflected in the awards announced 
today in the 12th annual All-Amer- 
ica Package Competition sponsored 
by Modern Packaging. 

The judges felt that they should 
give little consideration to entries 
which did not contribute to the war 
effort or make an important con- 


tribution to the civilian economy. 
As a result, out of 23 classifications 
in which awards were made last 
year, eight received no awards at 
all. Many of the other classes were 
limited to one instead of the usual 
three awards. 

Outstanding among the five spe- 
cial awards granted this year was 
one presented to the Reynolds Met- 
als Company, Richmond, Va., which 
developed a laminated packaging 
material being used by the Army 
and Navy to protect bandages, sul- 
fadiazine tablets, emergency life- 


boat rations and dehydrated foods, | 


thereby replacing metal containers 
in all of these applications. 


Is Widely Used 


The unique material, known as 
Renlflex, consists of kraft paper, 
cellophane and leadfoil, laminated 


with a special asphalt compound 
and using a heat-sealing coating. It 
is credited with being strong, re- 
sistent to mustard gas, moisture- 
proof, and non - toxic. Various 
companies use the material in pack- 
aging drugs, food and other supplies 
for the armed services. 

Another of five special awards 
was made to the Ohio Boxboard 
Company, Rittman, O., for a new 
paper fruit box which consists of 
a skeleton of scrap ends of wood 
glued to printed corrugated sheets. 
The container is shipped flat and 
set up in a simple operation, with 
top and bottom nailed separately. 
Many packers are using the box, 
which is said to offer the strength 
of a wood container with the cush- 
ioned effect of the corrugated pack- 
age. Ohio Boxboard also makes a 
paper container to substitute for 


the more familiar metal pan in 
which meat scrapple and other meat 
products were formerly processed 
and sold. 

A third special award was pre- 
sented to F. N. Burt Company, Buf- 
falo, N. Y., “for outstanding, meri- 
torious, creative development of 
paper substitute packages to help 
keep a variety of products flowing 
to the consumer.” Included are 
paper sifter-top and dispenser-top 
taleum powder and tooth powder 
cans; paper lipstick containers and 
compacts; and paper jar tops in two 
types of closures—a screw cap for 
the Noxema jar and a lug cap of 
heavyweight fiberboard for the to- 
bacco jars of P. Lorillard Company. 


Produces New Bags 


Bemis Bros. Bag Company, St. 
Louis, and Shellmar Preducts Com- 


ME/ 


W. GREMLINS get blamed for a lot 
of things. But this... taking the rap for 
a bunch of mountains is too much... 
it’s humiliating. All over the Pacific 
Coast we get the same thing. Radio 
owners accuse us gremlins of tampering 


with their 


sets. They get one network 


perfectly (Don Lee) and they think 
there must be other networks (actually 
there are 3) but they can’t hear them. 


Gremlins... 


ina pig's eye! 


Now, we're law- 
abiding union grem- 
lins, we belong to the 
R.A.F. air corps and 
we don’t fool with 
radio... not even just 
for fun. What's keep- 
ing so many radio 


owners on the Pacific Coast from hear- 


Tuomas S. Lee, President 
Lewis Aten Weiss, Vice-Pres., General Mor. 
5515 Mexrose Ave., Ho_tywoop, Catir. 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 


THE 


NATION’S 


GREATES 


SHUCKS NO, IT’S MOUNTAINS 


ing any other network, is mountains. 
Many of the markets on the Coast are 
fenced in by mountains from 5,000 to 
15,000 feet high . . . it’s awe inspiring. 


In order to reach all 
the markets, you have 
to broadcast from 
within the markets, 
because watts bounce 
off mountains like 
hail off a tin roof. 
Long range broad- 


Blame these instead. 


casting is unreliable. Don Lee has a ra- 


dio station in every market 


(33 stations 


in all), that’s why more than nine out of 
every ten radio homes can hear them. 


Note to Advertisers: If you have a message important 
enough for all the radio families on the Pacific Coast to 
hear, use the only network with enough stations to do 


the job... Don Lee. 


5 


T REGIONAL 


‘DON LE 


NETWORK 


mm; 


474-GALLON BOND _ 


Ohio Oil Co. points out in this nows. 

paper copy that a motorist with an ‘A’ 

book, with driving cut from 10,000 to 

3,000 miles a year can save enough an. 

nually to buy an extra $100 war bond, 

Stockton-West-Burkhart, Cincinnati, is 
the agency. 


pany won the other two special 
awards. Bemis designed and pro- 
duced multiwall heavy-duty paper 
bags for sand, liquid asphalt and 
other heavy liquid products, replac- 
ing government-banned steel drums, 
cams and metal containers. Shell- 
mar’s research staff came up with a 
basic new container now being used 
by more than a dozen dehydrated 
soup packers. The package is made 
of glassine paper laminated to 
moisture-proof cellophane, with a 
special interior coating for heat- 
sealing, and is credited with being 
the first substitute container to hold 
a free fat content without the ran- 
cidity occurring in unsatisfactor) 
packages. 

Axton-Fisher Tobacco Company, 
Louisville, won the only award in 
the tobacco products and smokers’ 
articles classification, with its pack- 
age, carton and display for Fleet- 
wood cigarets; new container for 
Axton Vintage Specials; and rede- 
signed Spud Imperial package and 
display. 

In the cosmetics and toiletries 
field, Colgate-Palmolive-Peet Com- 
pany, New York, was given an 
award for a substitute tooth powder 
package developed by Sonoco Prod- 
ucts Company, Hartsville, S. C., 
whieh previously had marketed 
paper cones used by textile mills 
to hold thread and cord. The new 
Colgate cone is sealed with glassine 
paper and can be filled, with slight 
adaptation, on standard package 
machinery. 


Introduces Aspirin Envelope 


Another 1943 award was made to 
The Bayer Company, New York, 
which ran into trouble when it was 
deprived of the familiar metal box 
used for aspirin. With the assist- 
ance of Ivers-Lee Company, Bayer 
solved the problem by adopting 4 
patented heat-sealed, cellophane en- 
velope containing 12 tablets. A 
special tearing flap permits wit!i- 
drawal of one tablet at a time and 
a miatch-cover type flap carries 
printed directions for use, the trade- 
mark, etc. 


Carter’s Ink Company, Cam- 


IN 1942 


‘IOWA. 


«LED ALL STaTEs 
IN THE NATION IN 


CASH FARM INCOME. 
and = 
IN 1942 


/ CEDAR RAPIDS © 
GAZETTE 


LED ALL NEWSPAPERS = * 
IN|OWA IN” 


Total Paid Advertising 
The Ceoan Rarios GazetrTe 
© Represented Nationally 


ALLEN-KLAPP CO. 


YORK ...CHIKAGO... DETROIT 


MEMBER MEDIA RECORDS 
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wehdets Mass., won the only award | produced by Einson-Freeman Com- Practical War Several ranking war agency offi- Thompson on NAB Board 


‘e stationery and supplies di- 
a for several groups of prod- 
ycts, including Army and Navy in- 
delible stencil outfits, two styles of 
ink eradicator, a family of colored 
fountain pen inks, V-Mail ink, 
spreader top mucilage, liquid paste, 
aper cement and stamp pad ink. 

Judges gave the Turpentine and 
Resin Factory, Inc., Savannah, Ga., 
an award in the oils, paints and 
varnishes group for adaptation of a 
mold Boston round bottle, in 


Sorell green glass, to contain the 
gum turpentine formerly packaged 


n metal cases. Breakage has not 
been a serious problem, the com- 
pany found out. 

The only award in the toys, games 
and sporting goods classification 
went to RCA Victor division of 
Radio Corporation of America for a 
new style children’s record package 
credited with boosting sales 200%. 
A three-paneled piece of corrugated 
board is used, attractively printed 
in color, and wrapped in transpar- 
ent pliofilm. 

Sun Oil Company, Philadelphia, 
won an award for a fiber grease 
drum — another metal substitute — 
which requires less than an ounce 
of steel per 100 pounds of packed 

rease. 

. A fiberboard bar, lacquered twice 
to resist alcohol and lithographed 
to resemble wood, won top honors 
as the only floor stand selected by 
the judges. It was designed and 


"Whois Sit Fedrick 


Puckle ? 


BEFORE MARCH 11, very few people 
in this country had ever heard of the 
man. But that night, the name of 
Puckle was known to millions of Ameri- 
cans—specifically, to those millions who 
regularly listen to the March of Time, 
who call this newsprogram the “radio 
event of the week.” 


| | PICKLE ‘pau, PUCKLE/ 
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WE PICKED PUCKLE to headline this 
ad, partly because the name is unusual, 
but mainly because his appearance on 
the MOT is typical of the unusual way 
in which the March of Time reports 
news and makes news. 


SIR FREDERICK HALE PUCKLE is 
director of Information for the Gov- 
ernment of India. Arriving in America 
less than a week before the broadcast 
of March 11, Sir Frederick brought to 
MOT listeners an exclusive, authori- 
tative, vivid, first-hand account of the 
world-significant situation in India. 


DURING THIS SAME broadcast, MOT 
listeners also heard a personal report 
from Senator Truman (his second ap- 
pearance on the MOT) on the nation’s 
war effort; the personal story of TIME 
correspondent Harry Zinder, telling of 
his adventures on-the-spot with the 
British Eighth Army in Africa; two 
hew songs of the war, broadcast for the 
first time anywhere. 


THESE ARE typically unusual MOT 
features. If you have been missing this 
Sreat public service” (we are quoting 
listeners), why don’t you start tuning in 

\ursday evenings—and see what you've 
beer missing? Latest C.A.B. rating 21.1! 


‘HE MARCH OF TIME 
Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios of 
THE NBC NETWORK 
THURS. 10:30 P. M., EWT 


Rebroadcast by short wave 
each week to Europe, Asia, 
Australia, and Latin America. 


— 


pany for Schenley Distillers’ Royal 
Reserve whisky. 

Among prize - winning window 
displays was a_ three-dimensional 
display designed and lithographed 
by Kindred, MacLean & Co. for the 
Libbey - Owens - Ford Glass Com- 
pany, to show the importance of 
storm windows in insulating homes. 
Other awards in this division went 
to Hiram Walker, Inc., for a Cana- 
dian Club display, and Hoffman 
Beverage Company for a “cold 
beer” display. 


Nelson Elected V. P. 


James A. Nelson, formerly gen- 
eral sales manager of the Bon Ami 
Company, has been elected vice- 
president. Mr. Nelson has served 
Bon Ami in various capacities for 
the past 22 years. 


Market Problems 
Key AMA Program 


New York, March 30. — The 
American Marketing Association 
will focus sharply on wartime prob- 
lems in the programming of its two- 
day national meeting on vital war 
and postwar marketing problems 
scheduled for Thursday and Friday, 
April 29 and 30 at the Hotel Bilt- 
more here. 


cials and business men actively at 
work on plans for future markets 
have accepted spots in the prelimi- 
nary program, full details of which 
will be completed in the next 10 
days. 

Working marketers and teachers 
attending the convention from dis- 
tant points have been urged to plan 
their normal New York business 
trips to coincide with the session’s 
dates to avoid unnecessary travel. 


Names Irwin Vladimir 


Roy F. Thompson, general man- 
ager, WFBG, Altoona, Pa., has been 
elected director of the fifth district, 
National Association of Broadcast- 
ers, succeeding Isaac D. Levy, 
WCAU, Philadelphia. The Pennsyl- 
vania Broadcasters Association has 
decided to elect the fifth district 
NAB director as its president for the 
duration, so Mr. Thompson is now 
head of that organization as well. 


New Accounts to Scheer 


Grove Engineering Company, 
Bloomfield, N. J., has appointed the 
William N. Scheer Advertising 
Agency, Newark, as its agency. 
mir & Co., New York, to handle ex-|Other new accounts are Pipe & 
port advertising. Newspapers,|Tube Products, Inc., Reading, Pa.; 
magazines and radio will be used|Jacobs Brothers, Harrison, N. J.; 
throughout Latin America. Thomas|and Ray Supply Company, New 
M. Quinn is account executive. York. 


Tentative plans call for a round- 
up of factual, provocative and con- 
troversial estimates on wartime 
population and purchasing power 
shifts, as well as postwar markets, 
focused on the practical needs of 
sales executives and working ad- 
vertising men. 


Davis & Lawrence, Dobbs Ferry, 
N. Y., manufacturer of proprie- 
taries, has appointed Irwin Vladi- 


A IS. THE 


| 


_ 21 BROOKLINE AVENUE, BOSTON, MASS. 


|| YANKEE NETWORKS 
FOUNDATION. 


TS acorn, WNAC, planted over a generation 

ago, took root firmly in the fertile New England 
soil and grew sturdily. Strong branches appeared 
and spread widely until the tree figuratively 
covered the expanse of six states. 

Remember, this is not a group of conveniently 
hooked up stations for makeshift accommodation; 
but 21 stations with a ready-made network 
audience, each station enjoying the loyalty and 
good will that New Englanders reserve for friends 
of long standing. 

Consider this stability and what it means in 
established acceptance, grown solid and sub- 
stantial through the years. 

It isn’t the time to experiment with half way 


He measures of unknown facilities . . . it's a time for 
+ aeeiae all-out a-c-t-i-o-n—everywhere ! 
View The Yankee Network is the only combination that 


can give you this all New England, sales-resulting 
coverage, more essential in 1943 than ever before. 


tHe YANKEE NETWORK, wc. 


Member of the Mutual Broadcasting System 
EDWARD PETRY & CO., INC., Exclusive Notional Sales Representative 
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As THE big Help Wanted medium 


which is helping Chicago wage earners 


get better jobs, the Tribune can give 


you the most help in getting a bigger 


share of the business to be had in 


this market! 


“CHICAGO > 
~TRIBUNE HER-AM, 
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PERCENTAGES OF HELP WANTED ADVERTISING LINAGE PLACED IN CHICAGO NEWSPAPERS DU 
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jto Chicago 


DRKERS 


the Tribune at the top of your list 


USINESS and industry in 1942 addressed to the readers of 
the Chicago Tribune more than twice as much Help Wanted 


advertising linage as was addressed to the readers of all 
other Chicago newspapers combined. 


SUCH PERFORMANCE in this closely watched, easily checked 
field charts the course for manufacturers determined to cash in on 
today's active market of wage earners. 


THE NEWSPAPER which industry uses so successfully to hire 
welders and toolmakers, lathe hands and milling machine 
operators and other highly skilled, highly paid workers is the 
one for you to put at the top of your list for advertising designed 
to cash in on the increased incomes of these same groups. 


CHICAGO RETAILERS make this point clear. Note the trend 
in the following table. It shows how retailers placed increasing 
dependence on the Tribune during a period in which the 
importance of the wage earners’ market steadily commanded 
greater attention: 


First 9 Last 3 
months of months of 
1942 1942 

Percentages of advertising expenditures 
placed in the Tribune by retailers............ 43.3% 46.2% 
Tribune lead over the next Chicago 
MEWSPAPEL. 0. ccceccccccccccccsecccesssvvces 109.8% 135.6% 
Tribune lead over the next two Chicago 
newspapers combined ........ 060 cece eceecnnes 14.3% 27.9% 


Chicago Uribune 


THE WORLD'S GREATEST |NEWSPAPER 


AND WHEN YOU LOOK into how Chicago's 
eleven leading retail stores went after the war workers’ market, 
you find the trend to the Tribune even more pronounced : 


First 9 Last 3 
months of months of 

Percentages of advertising expenditures 1942 1942 
placed in the Tribune by Chicago’s eleven 
BORGER COUR SIOTOS. 5 occ ccccoscccccscccceces 53.1% 55.0% 
Tribune lead over the next Chicago 
MEWSPAPEL. . cc cccccccccccccccccccccscscecs 172.2% 195.4% 
Tribune lead over all other 
Chicago newspapers combined ........6 660000 13.2% 22.0% 


ON THE BASIS OF RESULTS, the Tribune during each of the 
past 5 years has received more of the advertising expenditures of 
these big stores than all other Chicago newspapers combined. 
THEIR EXPERIENCE, as reflected in the foregoing trend, makes 
plain which Chicago newspaper is delivering most effectively 
Chicago's biggest, most responsive market. 

WITH BILLIONS in war contracts taxing the capacity of the 
huge Chicago industrial plant, the facts indicate that you make 
more money here when you address your advertising to more of 
the people who are making and spending more money—the 
readers of the Chicago Tribune. 

AS THE MEDIUM thru which the people of Chicago are getting 
their better jobs, the Tribune is best able to help youfget’a 
bigger share of their increased spending. Rates per 100,000 cir- 
culation are among the lowest in America. 


February average net paid total circulation: 
DAILY, OVER 940,000 
SUNDAY. OVER 1,200,000 
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Thompson Heads PBA 

Roy F. Thompson, general man- 
ager of Station WFBG, Altoona, Pa., 
was elected director of the fifth dis- 
trict, National Association of Broad- 
casters at a joint meeting held in 
Philadelphia with the Pennsylvania 
Broadcasters Association. Follow- 
ing a motion to elect the fifth dis- 
trict director as president of PBA, 
Mr. Thompson was named president 
for a one-year term. 


Doescher Joins Mutual 


Ted Doescher, formerly assistant 
to the president of Guiberson Diesel 
Engine Company, Dallas, has been 
appointed to the sales staff of the 
Mutual Broadcasting System in 
Chicago. 


: a a a a a ae a ae 


: To reach the leaders r 
* —— of large and 
* small businesses... 


* 
* 
* 
* 


* CHOOSE THE 
LEADER IN 

* THE BUSINESS 

* FIELD... 


Telling Stockholders 
About Postwar Plans 


Probably every stockholder, as 
well as every employe, of every 
company in the country is wonder- 
ing what his company is doing, or 
at least thinking, about postwar 
planning. For that reason, refer- 
ence to these matters is appearing 
in annual reports of corporations 
and range in character all the way 
from vague generalities to an ap- 
proach to the specific. 

An interesting analysis of the 
postwar thinking of Link-Belt Com- 
pany was included in a message to 
the stockholders delivered at the 
annual meeting last week by Presi- 
dent W. C. Carter, in which he said: 

“There is much postwar talk from 
many angles these days. Some of it 
so discursive that I wonder if it isn’t 
an escapist action that finds it 
easier to deal with speculations 
about the future, than to wrestle 
with the realities of the present. 

“Be that as it may, without the 
over-use of the glib phrases ‘post- 
war’ or ‘research,’ we are doing 
planning, too. 

“We don’t have any fenced-in, 


Postwar Planning 


How Business and Industry Are Preparing 


for a Peacetime World 
‘Edited by RALPH O. McGRAW 


solid walled, air-conditioned build- 
ing, inhabited by PhD’s with Mal- 
colm Mitt beards,—that we point 
to and say: ‘This is our research 
department.’ 

“All of us are searchers, and 
when we miss the boat, as we fre- 
quently do, then we immediately 
become re-searchers. 

“Without intending to indulge in 
too much whimsy, we do have 
many members more nearly like 
Dick Tracy, who go about correct- 
ing what is evil and striving to im- 
prove what is already good. 

“These members have one stan- 
dard which they are applying to our 
products, and to our designs, for 
the future. It is a simple standard, 
and can be simply stated. It is to 
make the product lighter, stronger, 
better, cheaper. 

“To reach one of these objectives 
is an accomplishment, and when it 
happens that there is an instance 
of achieving all four of them, they 
have attained for that product a 
temporary millenium. 

“This continual planning is not 
only on products. It involves or- 
ganization, plants and equipment as 
well. 


“Link-Belt Company’s highly di- 
versified products and manufactur- 
ing facilities have always served 
practically all essential industries. 

“In those industries most stimu- 
lated by global warfare, such as air 
transport, production of planes, 
light metals, parts or assemblies 
made from them, as well as emer- 
gency developments, like synthetic 
rubber and textiles, broad new 
applications of Link-Belt products 
are constantly being made, nearly 
all of which have a permanent post- 
war aspect. 

“Similarly, the development of 
more processing, drying, cooling, 
reclaiming or recovery installations, 
sanitation equipment and_ allied 
products should all result in wider 
postwar acceptance of such meth- 
ods, in both industry and municipal 
facilities. 

“I have spoken previously of the 
part we have had in tooling indus- 
try for modern mechanized war, as 
well as our actual production of 
ordnance, marine and aircraft ele- 
ments. Link-Belt can also be ex- 
pected to share well in the produc- 
tion of tools and equipment for 
reconstruction. 

“Paraphrasing a recent statement 
of Mr. Churchill: ‘We do not make 
promises; we do make prepara- 


tions.’ ” 
cs Ea o* 


The outlook for the machine tool 
industry after the war depends a 
great deal upon the individual from 


Arrested... for wasting a candybar wrapper ! 


A STATUTORY order makes it a punishable 
offense in England to waste paper wantonly 
—even a candybar wrapper. In England every 
bit of waste paper must be disposed of through 


a buyer or 


collector. These drastic rules are 


required because pulp, from which paper is 
made, is vitally necessary in manufacturing 


explosives. 


Paper is shells, bombs and bullets! At the 
present time a large part of the United States 
production of paper pulp goes to nitrating 
plants where certain elements of the pulp are 
removed and formed into flakes or pellets, called 


NEW YORK: 122 BEAST é2nd Sr. . 


nitrate cellulose. This material then becomes 
part of the finished explosive used in shells, 


bombs and bullets. 


To conserve paper pulp for military needs, 
the U. S. Government issued a directive cur- 


tailing paper production. 
It now becomes the patriotic 


duty of every 


industry, firm, and individual to dispose of 


waste paper only to collectors 


or buyers of 


waste paper. They will see to it that your waste 
paper gets to the proper places for reprocessing. 
Ic will be made into new paper to conserve pulp 
for the explosives needed to win this war. 


- ee » eee 


Y-CLARK CORPORATIO, 


CHICAGO: 8 SOUTH MICHIGAN AVE. . 


LOS ANGELES: 610 WEST 6th sr. 
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‘SISSY WORD' 


A son0Ite edvancenin the lace of sleughver 
ses ~ & sailor heaves depth charges Wil aces 


we over have ~ lve more simply than we ever hare — .. 
more than we ever have 


tm 1942 me 
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Hull Steel Foundries Ltd., Hull, Que. 
suggests a better word for morale in 4 
new institutional campaign in Canadian 
financial and business papers. Stanfield 
& Blaikie Ltd., Montreal, is the agency. 


whom you seek such information. 
The thought ranges from “everything 
will be swell,” to “I don’t even want 
to think about it.” One salesman- 
ager who has an enviable record for 
results, and had, even before the 
day of war orders, says the machine 
tool business will fare just as well 
as business leaders will allow it. He 
is optimistic about the opportunities, 
but rather pessimistic about the 
selfishness of management in being 
willing to spend its own money for 
more efficient machines to replace 
others they can patch up and worry 
along with. There will be plenty of 
the latter type of equipment lying 
around after the war, he says, and 
the only way it can be kept from 
hurting the postwar machine tool 
business would be for government 
to put a graduated tax on old ma- 
chines inversely to depreciation 
allowances. 
* a a 

The Dumore Company, Racine, 
Wis., is getting ready to do some- 
thing specific about the postwar 
problem. James Tate, vice-presi- 
dent in vharge of sales, The Delta 
Mfg. Company, Milwaukee, has re- 
signed to join Dumore where he 
will devote his entire time to post- 
war investigation and planning in 
regard to products, their applica- 
tions, and markets for them. 


Patrick Joins Fairchild 

Raymond J. Patrick, formerly 
buyer for Dreyfuss & Son, has been 
appointed southwestern advertising 
director of Fairchild Publications, 
New York. 
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New China Offers 
Postwar Sales 
Opportunities 


New York, March 30.—American 
goods, which once dominated many 
sections of the Chinese market, are 
fast fading from the eyes of the 
Chinese, but the great Asiatic nation 
offers postwar industrial and con- 
sumer markets of great importance, 
Norman Soong, Chungking corres- 
pondent of the forthcoming Far 
Easterner, reported today. 

Mr. Soong’s appraisal of the Chi- 
nese market was read to the Export 
Advertising Association’s luncheon 
meeting at the Hotel Pennsylvania 
by James R. Young, former Inter- 
national News Service correspon- 
dent, Tokio agencyman and pub- 
lisher of the Far Easterner. 

Contributing to the loss of U. S. 
brand loyalty have been the disap- 
pearance of American publications 
and the depreciation of heavy goods 
shipped to the Far East before the 
five-year-old Sino-Japanese war. 


Formerly Led Trade 


Before war came to China the 
U. S. led other nations in trade with 
that country. China’s small indus- 
trial capacity will have to be greatly 
supplemented by imported machin- 
ery, construction materials and pro- 
duction equipment of all kinds. As 
the day of victory approaches inter- 
est in the Chinese market will 
naturally revive, said Mr. Soong’s 
report. 

Such names as Heinz, Maxwell 
House, Armour, Cannon and Parke- 
Davis are becoming vague and for- 
gotten memories to the Chinese, 
unable to see the full-color illus- 
trated advertisements in American 


magazines, which have virtually | 
disappeared. | 
Weekly magazines that made) 


Ford, Camels, Florsheim and Pro- | 
bak familiar as household names in 
China are difficult to borrow and 


In The Fast Growing 
_ SALT LAKE MARKET ; 
Be: ; ; T's . a mh * 


impossible to buy. Advertisements 
that made Parker Pens and Max 
Factor cosmetics and Michel lip- 
stick famous among the Chinese 
have not been seen in Chinese 
newspapers for over two years. 

In concluding his report, Mr. 
Soong cited a long list of vital and 
essential products necessary to the 
complete reconstruction and reha- 
bilitation of China, which can only 
be through extensive financing by 
many international bankers. 


Browning Joins Gray 


A. E. Browning, for the past six 
years advertising manager of Grin- 
nell Bros., Detroit, has resigned to 
become production manager of 
Charles M. Gray & Associates, De- 
troit industrial advertising agency. 


Consumer Relation 
Group Authorizes 
Postwar Study 


New York, March 31.—The Com- 
mittee on Consumer Relations in 
Advertising has authorized studies 
of postwar advertising in its re- 
search budget for the current year, 
which will include advertising’s re- 
lation to general distribution and 
consumption problems. 

A series of interim reports deal- 
ing with the advertising effects of 
zoned distribution, victory models, 
labeling, price control, rationing 
and similar war measures will sup- 
plement the committee project, with 
particular attention to the transi- 
tion period. 


An intensive study of advertising 
and consumer information will com- 


prise the initial undertaking as a/| 
supplement to a previous report en- | 


titled, “Information in Advertising.” 
Besides encompassing a wider range 
of products and a greater variety 
of advertising media, this research 
will provide comparisons of the 
kind and type of information avail- 
able in prewar and postwar adver- 
tising. 


Joins FSD Statf 


William J. Curley, formerly gen- 
eral manager of West Coast Adver- 
tising Company, and previous to 
that with Foster & Kleiser Company, 
San Francisco, has joined the staff 
of Fielder, Sorenson & Davis, transit 
advertising, as account executive on 
national accounts. 


Ayer Names Judges 

N. W. Ayer & Son, Philadelphia, 
has announced the following judges 
for its 13th annual exhibition of 
|newspaper typography: Maj. Hart- 
| zell Spence, editor of Yank; Rep. 
| Will Rogers Jr., editor and pub- 
lisher of the Beverly Hills Citizen; 
Prof. O. W. Riegel, of Washington 
and Lee University, on leave for 
special service with OWI; and E. F. 
Trotter, managing editor of Printing. 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 


That’s the 
Particularly 


1. WFBR 


spots. That 


engineering. 


experience of smart advertisers. 
in Baltimore ... today the 


country’s 6th largest market. 


If you want to hit this Baltimore trading 
area target, when you aim at it... here are 
three reasons why advertisers interested in 
reducing sales costs... are swinging to 
Radio Station WFBR: 


covers Baltimore DAY and 


NIGHT with an efficiency known to few 
stations in so big a city. There are no dead 


isn’t magic... it’s just good 


NATIONAL 


REPRESENTATIVE: 


2. There is no waste with 


PHOTO BY EWING GALLOWAY 


A NEAR MISS 


... DOESN'T COUNT IN RADIO! 


WFEBR. We 


do not use a hopped-up signal to cover the 
surrounding states in which you may or may 
not have sales...or states in which you have 


already bought time. Our job is 


the Baltimore 


trading area. Not Pennsylvania, West Virginia, 
Delaware, New Jersey, Virginia. 


3. WFBR is the station all Baltimore has 
been listening to for 21 years.In the last 3 years 
over one half million people have visited our 
studios or participated in sponsored shows. 


It’s good business to get on the target in 
Baltimore. WFBR makes it automatic. 
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Endorsement from Africa 


To the Editor: There-is quite a 
story behind: the attached full page 
advertisement which appeared in 
the March 29 issue of Life. 

In the days before Pearl Harbor, 
C. R. Streb was engaged by our 
agency as a layout man and his 
particular technique and his keen 
sense of humor added a great deal 
of character and individuality to the 
campaigns for many of our clients. 

Streb was an Officer in the reserve 
corps and immediately following 
the declaration of war, he was 
called into active duty and subse- 
quently went overseas. 

One of the accounts that Streb 
enjoyed working upon most was the 
Dr. Grabow Pre-Smoked pipe and 
he became an enthusiastic Dr. Gra- 
bow fan. Naturally, when he left 
Detroit we saw to it that he was 
well supplied with a stock of Dr. 
Grabow pipes. 

Just as we were in the midst of 
developing our Dr. Grabow spring 
advertising plans, I received “out of 
the blue” the V-Mail letter repro- 
duced on the copy herewith. I 
don’t believe that anything could 
beat Streb’s own sketch as a “stop- 
per” ... it is dramatic and carries 
a powerful Dr. Grabow sales mes- 
sage. 

It so happens that a large portion 
of Linkman’s production of Dr. 
Grabow pipes is being shipped to 
men in services overseas, and this 
V-Mail letter certainly conveys that 
thought in an incomparable man- 
ner. 

Linkman’s spring schedule for 
Dr. Grabow pipes includes a full 
page in the Father’s Day issue of 
Esquire and the enclosed 84-line 
newspaper ad will appear in ap- 
. proximately 100 newspapers. 

- Dr. Grabow pipes have made 
news in the past with their tie-ups 
of stars in sports, movies and radio 
as well as with Ripley—but it is 
our opinion that this ad “made in 
Africa” tops them all for timeliness 
and universal appeal. 

LAWRENCE J. MICHELSON, 
Simons - Michelson Company, 
Detroit. 


oi se 
“Strongest Bonds” | 
To the Editor: The column, | 


Rough Proofs, has been one of the 
delights of my life since first I 
stumbled into the advertising busi- 
ness a number of years ago. Just 
how many years ago is a matter we | 
will at this point discreetly drop. | 

In the March 15 column you | 
query, “But who was it remarked, | 
‘I don’t care what they say about | 
me, so long as they say something’?” | 
That’s a new one to me, but I am | 
fairly certain that P. T. Barnum) 
is the gentleman credited with hav- | 
ing said, not once but many times, | 
“I don’t care what they say about | 
me, so long as they spell my name | 
right.” 

A letter on my desk, okayed by a| 
Naval censor from “somewhere in 
the North Pacific,” contains this 
nifty, “And remember, the strong- | 
est bonds between you guys and us | 
guys are War Bonds.” Me, I intend 
to plaster it all over this olde towne 
of New Orleans and, if you have 
any use for it up in your neck of 
the woods, you’re very welcome. 

INES MASIA, 

Associate Editor, The Screen 

Broadcaster, New Orleans. 

F vvr 
Directs Only a Portion 

To the Editor: If you ever need 
verification that ADVERTISING AGE is 
thoroughly read, just refer them to 
us! 

We are truly appreciative of your 
courtesy in carrying the item on 
our transportation advertising for 
I. Q. dog food, product of Allied 
Mills, in your March 8 issue. It was 
a nice publicity break, and well 
read the country over. 

However, here’s the catch 
one on your staff must have mis- 
construed our publicity release to 
indicate that we were directing the 
entire Allied Mills account, which 
is definitely not the case. We are 
handling only a portion of their 
campaign, which includes street car. 
bus and elevated cards, for I. Q 

Since publication of this item, we 
have received solicitations 
newspaper reps, radio reps, and a 
variety of other media men. As 
Allied Mills employs other agencies 
for other media, perhaps it might 


Some- 


|also like to have permission to run | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


V-MAIL FROM AFRICA 


“TPRIING EVERYWHERE 


with our fighting forces... 


Chace tag A AUBIN SD Sactnyen 


A former Simons-Michelson layout man, 

now in Africa, provided the illustration 

for this Dr. Grabow pipe copy by means 
of a V-Mail letter. 


be well to mention in a forthcom- 
ing issue that Manson-Gold is han- 
dling transportation advertising 


only, for this one product of Allied 
Mills, I. Q. dog food. 
Your generous cooperation is 
always appreciated! 
MEYER GOLD, 
Manson-Gold Advertising, Min- 
neapolis. 
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Permission Granted 


To the Editor: We have been 
very much interested in studying 
the first of your series of articles on 
distribution and have found in it a 
number of facts that we believe we 
can profitably pass on to our agency 
force. In this connection, we would 
like to have permission to reproduce 
the outline map shown on Page 34 
of your March 15 issue. We would 


a condensation of the article in our 
agency house organ, “Protective 


preciate 


Life Lines.” We would expect to 
give your publication full credit for 
the source of our information. 
THOMAS J. HAMMER, 
Director, Agency Service, Pro- 
tective Life Insurance Com- 
pany, Birmingham, Ala. 
7 @ °? 


Appreciates Support 

To the Editor: Since the first 
general announcement on the for- 
mation of the Committee for Eco- | 
nomic Development on Jan. 2, we | 


have received hundreds of press 
notices from newspapers and period- 
icals all over the United States. So | 
far the press has given overwhelm- | 
ing encouragement and approval to 
the committee’s work and objec- 
tives. 

We want you to know that we ap- | 
very much the special 
articles you published in your peri- | 
odical on Jan. 18 and Feb. 8, 1943. | 
Such notices give members of the | 
committee the feeling that they are | 
receiving important support in an | 
enterprise which has as its goal a) 
healthier economy than this nation 
has ever known. 

Kay SMALLZRIED, 
Committee for Economic De- 
velopment, Washington, D. C. 
i 


Against Studio Audience 


To the Editor: I agree most thor- 
oughly with R. E. Smiley’s earnest 
diatribe against annoying growth of 
the studio audience. 

It is hard to comprehend 
thinking of advertisers and agencies 
which spend hundreds of thousands 
of dollars to interest, entertain and 
sell millions of radio listeners, yet, 
at the same time, permit that enter- 
tainment to be spoiled by the 
shrieking, screaming, whistling bed- 
lam that seems to be becoming ac- 
cepted as studio applause. 

And when it is considered that 
such conduct would not be toler- 
ated in a regular theater, it becomes 
all the more difficult to understand 
the leniency permitted the boors 
who spend most of their idle time 
obtaining free entertainment at the 


from | courtesy of advertisers. 


This “playing to the studio audi- 
ence” not only constitutes poor 
amateur radio showmanship, but it 


is definitely insulting to the greater’ 


the | 


unseen radio audience. Undoubt- 
edly it means lost prestige and lost 
sales on the part of the advertisers. 

And the situation is so unneces- 
sary! For instance, if a studio audi- 
ence for a particular radio show 
should average 500 (which is much 
higher than usual) the total for the 
year would only be 26,000, disre- 
garding the 40% of chronic pass 
beggers who, of course, would be 
repeaters. 

To amuse this small group, many 
radio advertisers are affronting mil- 
lions of persons of good taste who 
may have come to rely on their 
radios for their chief form of enter- 
tainment these war-troubled days. 
It doesn’t make sense! 

I believe the subject is worthy of 
strong editorial support in your 
publication. 

JAMES S. HANOFEE, 
Bronxville, N. Y. 
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Proud of Office Boy Paul 


To the Editor: I thought you 
would like to hear about Private 
Paul Nicolai whose picture appears 
on the front cover of Young Amer- 
ica, enclosed. 


Six years ago he was our office 
boy here at Young America—a very 
ambitious kid, going to night school 
several evenings a week. 

One day he said to me, “I guess 
I am not a very good office boy, and 
I am not a very good student. I 
think it is because I am trying to 
do two jobs at once.” 

So, after a frank talk, he decided 
he could be tops at only one thing 
at a time. He left us, and shortly 
thereafter joined the U. S. Marines. 

He came back recently—but not 
looking for a job. He trained as a 
paratrooper. He was sent to China, 
and returned to the United States 
at the outbreak of the war. He was 
one of the first Marines to go to 
Guadalcanal, and one of the last to 
leave. 

He is modest and unassuming, 
and didn’t want us to use his pic- 
ture. We had great difficulty in 
getting him to talk at all. But don’t 
be fooled by that winning smile. 
His mild manner gives no indica- 
tion of how tough he can be—how 
tough he was on 25 Japs—25 dead 
Japs that he says he personally 
accounted for. He has a face scar 
from a Jap bayonet. He feels he 
has done no more than his duty, 
but his ribbons testify otherwise. 

When asked about his future, he 
said that he was looking forward tc 
peace and a job, but quickly added: 
“I’m not going to talk about ‘after 
the war’ until it’s over. Remember, 


I wasn’t very good before when ] 
tried to do more than one jo} »; . 
time.” He’s going back for t,., 
Japs. — 


We're proud of Private Nn; 
although I suppose an incr n 
number of publishers and ady, tian 
ing concerns could match this sto), 
If so, wouldn’t it be stimulat), g te 
hear of some of these exper; a 
through your columns? Is there jy, 
way you could bring to ) . 
through ADVERTISING AGE other tru 
stories along this line? 

STUART SCHEFTEL. 

Publisher, Young America, Ne. 

York. 
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Names Motto’ s ‘Sues 


To the Editor: Will you please 
forward this to the writer of your 
column “Diary of an Ad Man”? 

In his entry for March 22 he re- 
fers to a motto which has been 
credited to various sources. The 
marked paragraph on the inside o 
this giant letterhead is one ac- 
credited source. 

R. S. Evans, 

The Jam Handy Organization. 

Detroit. 

[Editor’s Note: The motto quoted. 
“The difficult can be done right 
away ...the impossible takes a little 
longer!”, differs somewhat from the 
ad Man’s version, and is attributed 
to Rockwell Barnes, described as 
dean of Jam Handy specialists in 
motion pictures of the invisible. | 


_ 


a a 
be e : 


This real estate salesman was doing 
fine, he thought. To everything he 
said, Zeke agreed. His primary sales 
argument was the health and lon- 
gevity Florida offers. 

“You'll never live out your al- 
lotted years here,” said the sales- 
man, noting a wistful yearning-for- 
life behind Zeke’s long grey beard. 
“Wouldn’t you like those warm 
gulf breezes?” 

“Yep,” said Zeke. 

“And that warm Florida sun- 
shine .. . can’t you just imagine 
youth flowing back into your blood 
as you sit there in the sun?” 

“Yep,” said Zeke. 

“Well,” said the salesman, ready 
for the kill, “hadn’t you better sign 
on the dotted line right now? I'll 
guarantee it'll give you another 
ten years of life.” 

“Nope,” said Zeke. The sales- 
man was startled. “Why not?” 

“Gotta go home first and ask,” 
Zeke told him. “Can't buy nothing 
without I get the approval of 
Pappy and Grandpappy.” 


* 
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Home Painting Kit 
Sparks Promotion 
of Texolite Paint 


(Picture on Page 39) 


Chicago, March 30.—With a home |. nsored newspaper copy in some 


painting kit as the spearhead of the 
promotion, United States Gypsum 
Company has swung into the most 
aggressive merchandising in history 
for its water-thinned paint, Texo- 
The kit, a compactly packed 
carry-away carton containing a 
mixing paddle, sandpaper, spackling 
compound, knife and paint roller, is 
sola to paint dealers almost at cost 
and USG recommends that they 
offer it to customers at less than $1. 
No other paint manufacturer offers 
such a container, company officials 
say, and the current campaign has 
been built around it. 


Full Program Planned 


Largest single advertisement in 
the drive, a full page in color, broke 
in the March 20 Saturday Evening 
Post. Prospects were told that the 
painting kit offers them everything 
needed to paint a room. The initial 
advertisement is to be followed with 


half pages in color in May issues of 
American Home and Better Homes 
& Gardens. 

With this limited magazine list, 
the company regards its national 
advertising in the light of the sup- 
port it will give to a well-rounded 
dealer aid program including win- 
dow displays, banners, a simplified 
line of folders, new color chip dis- 
plays, a set of handbills, newspaper 
mats and radio scripts, a_ color 
styling service and use of company- 


local markets. 

The merchandising program was 
devised to help dealers capitalize on 
an expanded market for water- 
thinned paints, a kind of “war 
baby” because of the shortage of 
good pig-bristle brushes, metal con- 
tainers for oil paints, etc. United 
States Gypsum pioneered in the 
development of these paints, intro- 
ducing them a decade ago and 
working steadily to improve their 
quality. 

For its spring campaign, the com- 
pany has developed a new line of 
colors, 11 ready-mixed pastel 
shades, and 12 deep colors which 
may be mixed to produce an end- 
less variety of tints and deeper 
tones. Two paints are offered in 
these colors, Texolite, a casein 
water-thinned paint, and Texolite 
330, a resin emulsion water-thinned 
paint which is washable. The lat- 
ter line was first introduced three 
years ago. The colors were selected 


after thorough testing by laboratory 


experts, decorators, department 
store and furnishings people, and a 
panel of consumers. 

A new flexible window display 
for year-round dealer use includes 
a center card with a banner which 
may be reversed, giving the dealer 
a choice of pushing sales on either 
Texolite or Texolite 330. The side 
wings, in accordian panels, contain 
slots for cards emphasizing various 
sales features. Store banners also 
are reversible, for use in the win- 
dow or above store shelves. 

The company formerly distributed 
36 paint folders, which now have 
been consolidated into four, featur- 
ing the two paint lines, a masonry 
water-thinned paint, and patching 
plaster and spackling compound, 
used to fill cracks in walls. 

Fulton, Horne, Morrissey Com- 
pany handles the account. 


Poulton Succeeds Hayes 

Ralph W. Poulton has _ been 
named to succeed Albert O. Hayes, 
resigned, as advertising manager of 
Breeder’s Gazette. He previously 
was associate editor of the livestock 
magazine. 


Charters Names Wheaton 


Charters Publishing Company, 
Toronto, has named Jack Wheaton 
advertising manager of its two pub- 
lications, West Toronto Weekly and 
Weston Times and Guide. 


When you sell to 
Department Stores, 
you’re selling a team 


“PpAPPY” the merchandising man- 
ager and “Grandpappy” the top 
executive have plenty to say about de- 


partment store buying . . 


. and training 
directors, advertising and display man- 


DEPARTMENT STORE ECON- 
OMIST ... the one paper that reaches 
all key members of the store manage- 
ment team. You have a story to tell 
about your present line and your plans 


ager, and buyers carry a lot of weight for the future. Pound that message 


in determining how much push a line 
gets. For when you sell to department 
stores, you're selling this store manage- 


ment team. 


It’s worth selling ... for department 
stores are second only to food stores in 
volume of business done . . 


across through DSE 
consciousness of the 27,000 executives 
who study this magazine monthly, and 


... get it into the 


you're in to stay. You won't have to 


worry about 


. and they 


advertise most aggressively, cooperate 


most thoroughly with the promotion 
programs of manufacturers. 

And it’s worth selling now... 
whether or not you're looking for im- 
mediate business. Just as in 


Featured in a re- 


the consumer field, your big 
job is to make not just sales 
but customers. You®can do it, 
be ready for the tough com- 
petitive market that opens on 
V-day, by gaining acceptance, 
interest, and enthusiasm from 
the whole team now. 

That calls for a consistent 
advertising program in the 


cent issue, the most 
complete story cov- 
ering the NRDGA 
convention was 
read with interest 
by the thousands of 
executives and key 
buyers who did not 
attend the week’s 
sessions; typical of 
DSE’s high degree 
of editorial service. 


what Grandpappy thinks 


... he'll be with you. 
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TRIMZ 
Ready-Pasted Wallpaper 


WASHABLE + FADE-PROOF + GUARANTEED 


perfect pattera maiching aod it 
dries in 20 minwtes’ 


Se Easy To Select! Your choice of 


stunning style-tested, fade-prowf, 


“ 

as chang ; hes! washable patterns. Packed in imdi- 

Se Easy To Mang! No more messy, vichial boxes, Simple chart tells cor- 

smelly paste—ne more buckets, rectculor schemes shows exactly how 
s many hoses needed (+ boxes ene 


for average room). Priced $1.98 aad 
oth mcr $2 19 perbombardersinchsded $1 49 
for ready-pasted ceilings. Transform 
easuring pre- your home with this “heauty-try the 
ate Straightedgesand bea”, and amere pour friends 


CHARMING PATTERNS, QUICK, EASY SELECTION 
AT CHAIN, D#UG, DEFT AND 
GENERAL STORES 


Mode by the mabers of TRIME 
Ready Ported Borden for pated wath 


Trimz Co., Chicago, is introducing its 

new, boxed ready-pasted wallpaper to 

consumers with this copy in The Amer- 

ican Weekly and Woman's Home Com- 
panion, 


Ready-Pasted 
Wallpaper Gets 
First Promotion 


, Chicago, April 1.— Something 
| decidedly new in wallpaper for 
jamateur paperhangers invaded the 
market this week as the Trimz 


|Company announced a ready-pasted | 


| wallpaper that “revolutionizes home 
| decoration.” 

| Introductory copy in The. Ameri- 
|can Weekly and the April issue of 
/'Woman’s Home Companion heralds 
_the product as the “greatest labor- 
|saving development since wallpaper 
|}was invented” and adds that now 
|“anyone can do expert home deco- 
|ration without so much as changing 
|into work clothes.” Heavy dealer 
|promotion accompanies the cam- 
|paign and distribution is expected 


'to be achieved through 2,000 outlets, | 


|including such national distributors 
jas McKesson & Robbins, Firestone 
'Tire & Rubber Company, Butler 
|Brothers, Gamble Stores and W. T. 
|Grant Company. 

No distribution is planned through 
| decorators at the present time. It 


is still too early to say how profes-| 


sional paperhangers will receive the 
innovation. 
premium these days, the company 
believes many will welcome the 
time-saving product. 

Trimz ready-pasted wall border, 
coated with the same patented ad- 
hesive base as that used for the new 
wallpaper, has been marketed na- 
tionally by the company for the past 
three years and the wallpaper is 
'a natural follow-up. Curtailment 
| of paper makers to 60% of the stock 
used in 1942 will handicap produc- 
tion but Trimz is hopeful that the 
percentage can be boosted after 
June 30, when production quotas 
are reconsidered. 


The new wallpaper comes in 24 


different patterns with matching 
borders and ceilings. The wallpaper 
is boxed and priced at $1.98 and 
$2.19 per box, borders included, 
with ready-pasted ceiling papers at 
$1.39. Three boxes of this “beauty- 
by-the-box” are enough for the 
average room, the company claims. 


A rolled-up strip of the wallpaper 

{ is immersed in water to wet the 
J paste coating, then unrolled right 

on the wall. The adhesive dries in 

| 20 minutes, giving the amateur 
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plenty of time to get the paper 
straight. The product is precision 
trimmed by machine and carries 
|one-foot markings for convenience 
of the home decorator. 

Follow-up copy will be carried in 
May, August, September and Octo- 
ber issues of Woman’s Home Com- 


Since they are at a| 


panion, and from one to three times! 


a month in The American Weekly 
during the same months. Dealers 
are being supplied with elaborate 
counter displays, and samples of 
paper will be offered prospects at 
the point of sale. 

MacFarland, Aveyard & Co. 
handles the account. 


Tripp Heads New 


Newspaper Group 
for Bond Drive 

Washington, D. C., March 31.— 
(Frank Tripp, general manager of 
| the Gannett Newspapers and chair- 
|man of the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Association, has agreed to 
serve as chairman of the Allied 
Newspaper Council in connection 
with the Treasury’s second war loan 
drive. 

Mr. Tripp was the unanimous 
choice of the publishers and editors 
who gathered here March 20 to for- 
mulate the newspapers’ part in the 
drive. The goal of the drive is 
$13,000,000,000, of which 8 billion 
will be sought from non-banking 
| sources. 
| Don Bridge, formerly with the 
|New York Times and Indianapolis 
|News, has been assigned by -the 
|Treasury War Finance Committee 
|to work with Mr. Tripp. Jerome T. 
Barnum, former publisher of the 
Syracuse Post-Standard, will also 
assist in the drive, representing Mr. 
| Tripp. 


es 
Elects John Dunham, 
Adds Two to Staff 


John H. Dunham, who has been 
with Aubrey, Moore & Wallace, 
Chicago, for the past three years, 
has been elected a vice-president of 
the agency. Prior to his present 
connection, he operated his own 
agency, John H. Dunham Company. 

E. H. Bowers, formerly with 
|Cramer-Krasselt Company, Mil- 
waukee, has joined the agency as 
account executive, and J. W. Ream, 
former production manager of 
Kreicker & Malone, Chicago, has 
taken the same post with Aubrey, 
|Moore & Wallace. 


| 
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‘PREMIUM — 
PRICED” 


| 
| 
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(THE WAGE EARNERS’ 
FAVORITE MAGAZINE) 


Gives you 
these 


“EXTRAS” 


1 Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
33 Record Pass-Along 

4 Least Duplicated Audience 

5 41% Higher Editorial Readership 
@ Moves with the Payrolls 
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on ‘Instalment 


250,000 Requests for 
Bond Folder Show How 
Public Welcomes Plan 


Chicago, April 1—When Norge 
Division ef Borg-Warner Corpora- 
tion and its dealers got a quarter of 
a million requests for a_ portfolio 
which was featured in one Norge ad 
in nine national magazines at the 
end of 1942, Norge not only per- 
formed a worthwhile service for 
itself and its dealer organization, 
but it served to highlight advertis- 
ing’s ability to carry the ball—with- 
out official assistance—for worth- 
while wartime promotions. 

The spectacular response to the 
Norge advertisement (which did not 
even carry a coupon) was based on 
an offer of a “war bond budget port- 
folio” with eight indexed bond-bud- 
geting compartments, capable of 
holding a total of 100 war bonds, 
and introduced as a means to “save 


ri 


as 


STUDIOS INC. a 
540 N. MICHIGAN AVE. « CHICAGO 


Whitehall 5355 


Advertising Carrying Ball 


s / 
in Reverse 


and budget each bond for a definite 
purpose.” 

The “instalment selling in re- 
verse” plan, advocated by economist 
Rolf Nugent and others as a means 
of accomplishing the three-fold ob- 
jective of draining off surplus buy- 
ing power, increasing the sale of 
war bonds, and providing a recog- 
nizable backlog of orders for civilian 
goods, has been a subject for much 
discussion for more than a year, but 
it has never gone past the discussion 
stage in government circles and offi- 
cial interest in it has waned in re- 
cent months. Yet the “Nugent plan” 
is not dead; far from it. Advertising 
has developed its own informal 
“Nugent plan,” and—based on the 
Norge experience—has already done 
a commendable job of selling the 
idea to the public. 


Many on Bandwagon 


Scores of advertisers are now 
pushing the idea of war bond bud- 
geting for specific purchases in the 
postwar world. Most are doing so 
informally, many with only minor 
emphasis on the idea, but some few 
have developed specific lay-away 
plans. And indications are that use 
of this theme, particularly in the 
“home and fireside” circles, will 
mushroom rapidly. 

It is difficult to discover “firsts” in 
advertising’s promotion of the Nu- 
gent plan, but it is generally con- 
sidered that major impetus was 
given to the idea on a national scale 
by introduction of the plan editor- 
ially by Better Homes and Gardens 
and Successful Farming in the sum- 
mer of 1942. The Meredith publica- 
tions did not develop a special edi- 
torial campaign along these lines, 
but instead began to weave the 


“EVER HEAR ABOUT THE GLACIER THAT 
MADE THE RED RIVER VALLEY ONE OF THE 
HOTTEST MARKETS IN AMERICA? GET THE 
FACTS FROM WDAY-WRITE FER A COPY OF 
THEIR NEW DATA BOOK!” 


. 


FARGO, N.D.~5SO0O WATTS~-N.B.C. AND BLUE 
AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, NAT'L REPRESENTATIVES 


theme of 


“save now for specific 
postwar purchases” into their usual 
editorial content. For example, an 
article on the care of refrigerators 
might include this suggestion: “Take 
care of your refrigerator and buy 
war bonds so you can replace it with 
a new model when the war is over.” 
Other publications in this classifica- 
tion, such as American Home, House 
Beautiful and House & Garden, as 
well as others, are also pushing the 
idea vigorously. 

Now this general theme is quite 
common to household equipment 
copy, building material copy, and 
advertising for similar lines, but it is 
not entirely restricted to this gen- 
eral group. It has been used by an 
airplane manufacturer, hotel and 
travel advertisers, and others. 


How Idea Is Promoted 


Here’s how some advertisers are 
currently promoting the idea of war 
bond purchases for specific postwar 
products: 

Minneapolis-Honeywell Regulator 
Company goes whole-hog, with a 
dominant picture of a home nestling 
on war bonds, and with the caption: 
“Instalment buying in reverse.” It 
goes on: “That’s what investing in 
war bonds now for future spending 
means. It’s a mighty pleasant feel- 
ing to know that you will have a 
substantial nest egg tucked away to 
build a new home or remodel your 
present one—when peace comes.” 

Crane Company offers a booklet, 
“Bathrooms, Kitchens and Heating 
After V Day” to “help you plan your 
bathroom and kitchen after the war 
is won,” and says: “Buy war bonds 
today and save for your bathroom, 
kitchen and heating system when 
the war is won.” 

Celotex Corporation, in a major 
new campaign, plays up the theme 
strongly, with headlines such as 
“Mr. Average American can own 
this ‘miracle home’ tomorrow .. . 
with war bonds bought today.” Copy 
declares, in part: “Far in the fu- 
ture? Not at all! It’s so close that 
you can earmark your war bonds to 
use as a down payment.” 

Youngstown Pressed Steel Divi- 
sion of Mullins Mfg. Company dis- 
plays this line prominently above its 
signature: “Buy war bonds and 
stamps today—YPS kitchens tomor- 
row.” 


Worked Into Copy 


Portland Cement Association 
shows a war bond and a home, 
urges: “Buy war bonds for a vic- 
torious peace, a concrete home of 
your own.” 

Eclipse Lawn Mower Company is 
on the beam, too: “Plan for tomor- 
row. Buy war bonds today. A 
patriotic privilege for the duration. 
Double dividends for you, when 
your bonds buy tomorrow’s Eclipse 
mowers.” 

Minneapolis-Moline Power Imple- 
ment Company works the theme 
into a morale-prestige advertise- 
ment in this fashion: “Let us keep 
our machines in good repair and 
scrap all machines not worth repair- 
ing, and put that metal back into 
production again. Let us buy war 
savings bonds and stamps so we will 
have money to buy new machinery 
when it is once more available.” 

One of the best-known series fea- 
turing the “instalment in reverse” 
theme has been that of General 
Electric Consumers Institute. A 
typical insertion, showing a house 
literally constructed of war bonds, 
says: “Look ... the Smiths are 


\bond by bond—the Smiths 


building a new home!”, and goes on 
to explain: “Stamp by stamp and 
are 
building for the future. Buying 
bonds to bring Victory nearer .. . 
building for a prosperous peace... 
Look at it this way. U. S. war 
bonds and stamps are common sense 
savings. Four dollars at maturity 
for every three invested now. After 
Victory, your bond purchases can be 
used as part payment on the kind of 
home you have always wanted .. .” 


Offers War Bond Folder 


U. S. Machine Corporation, maker 
of Winkler stokers, is another com- 
pany which has gone a step further 


than most along the instalment-in- 
reverse path. Winkler has developed 
a folder, labeled “War Bonds for 


|Our Winkler Stoker,” which is being 


|featured in advertising. Says the 
|}copy: “Free war bond saver. War 
| bonds will help win the war .. . and 
a Winkler stoker will win your 


| heart when the return of peace per- 
|mits you to enjoy its comforts. Save 
|your war bonds for this purpose—in 
|the handsome, morocco-finish case 
| we are offering to all home owners 
|planning on the comforts of auto- 


matic heating. Send the coupon.” 
Toastmaster approaches the sub- 

ject lightly but effectively with a 

cartoon showing a woman folding a 


250,000 RESPOND 


FREE BUDGET PORTFOLIO 


* 


* « CHEN WE WIN-BER MORGE BEFGRE TOU BUY + 


This one-time Norge advertisement, offer- 

ing a war bond portfolio, was responsible 

for distribution of 250,000 folders, indi- 

cating public interest in the instalment-in- 
reverse plan. 


war bond into an envelope, and the 
caution: “Careful, lady! That’s a 
toaster you’re folding! That’s a won- 
derful Toastmaster automatic toaster 
—going into an envelope only 
9’x414”. It’s actually a dream—be- 
ing put away in a safe deposit box. 
Because, the happy way that war 
bond will be spent—when Uncle 
Sam no longer needs it—is for the 
toaster most families long to own.” 


Others Active 


U. S. Steel was among the first to 
suggest the idea of laying away 
bonds for future home purchases, 
with such advice as “Buy war bonds 
now and plan for your future 
home,” while Hotpoint was another 
early bird in the lineup, a typical 
advertisement asserting: 

“Our war bond gifts do double 
duty. We got our heads together and 
decided to be really sensible about 
presents this year—so Jim and I are 
giving each other war bonds—and 
Susie’s emptied her pig bank to buy 
stamps. And of course we have two 
big ideas in mind. By helping win 
the war we’re making sure there'll 
be years of real American Christ- 
mases to come . . . And we're also 
building a nest egg for the Hotpoint 
electric kitchen we’re going to buy 
as soon as Hotpoint turns from war 
work to making home appliances 
again.” 

Among the numerous others in 
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the home field who are making uso 
of the theme are Magnavox (Co, 
pany; Bryant Heater Company. 
Houston Ready-Cut House m. 
pany; Andersen Corporation; ©\:+\: 
Woodwork Companies; T, pan 
Stove Company; Globe An, an 
Company; Hammond Instr) nt 
Company. 

Blackstone Corporation, mak», of 
washers, has carried the instalmen:_ 
buying-in-reverse theme a step {y,. 
ther than most by agreeing to py; 
purchasers of war bonds on a «pe 
cial preferred delivery list, entit\ing 


the buyer to early delivery of 
of the first postwar Blackstone proq- 
ucts, without obligation. Thos 
terested are invited to advise the 
company of the purchase of a bong 
whereupon they are sent a “pre. 
ferred delivery certificate.” 


Spreads to Other Fields 


Outside of the strictly home field, 
several advertisers have pushed the 
theme consistently, notably Alumi- 
num Corporation of America, 
Stewart-Warner Corporation, Elec- 
tric Storage Battery Company, D. H. 
Holmes Company, New Orleans de- 
partment store, and Chicago Title 
and Trust Company. 

The Statler hotels have also pro- 
moted the idea, a recent advertise- 
ment featuring a couple spending a 
“seaside vacation” in their living 
room, with the wife announcing that 
“we can put the money into war 
bonds and go twice as many places 
after the war.” Other travel organ- 
izations, notably the All-Year Club 
of Southern California, have pub- 
licized the same type of thinking. 

One of the most interesting plans 
developed for postwar priority buy- 
ing is that of Cessna Aircraft Com- 
pany, Wichita, Kan. “Priority de- 
livery by buying war bonds now,” 
says a current advertisement. “Be 
one of the first in your locality to 
own a Cessna Family Car of the 
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* The magazine « 

* MOST WANTED * 

* by business leaders...~ 

* * 
Le * 


* CHOOSE THE 
LEADER IN 

* THE BUSINESS 

* FIELD... 


TWO SPOT 
ANNOUNCEMENTS ON 
WRNL—and WITNESS 
THE RESULTS 


Of course, there’s a demand for Nylon 
hose—that’s why Pollock's Shoe store 
used them to test WRNL. 

On March 8th, 1943, this store purchased 
two 30-word spot announcements stating 
that they had Nylon hose at $1.50—$1.65 
and $1.85 per pair. The announcement 
was aired at 3:35 P. M. and 6 P. M. 
THE RESULTS: by 8:00 A. M. the 
next morning a crowd five and six deep 
lined the street. The police had to be 
called—there was a sell-out by 11 A. M.— 
and the afternoon paper ran a front page 
picture and story. 


FOR EXTRA RADIO VALUE 
USE STATION WRNL 
AT RICHMOND - VA. 


‘ 
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Air after the war. All indications 
point to a flood of early postwar 
sales. A priority listing insures 
early delivery. No obligation to buy. 
Costs nothing.” 

Treasury Urges Plan 


That the idea of promoting the 
sale of war bonds now for use in 
postwar purchases is looked upon 
with a high degree of favor by the 
Treasury is no secret. In fact, 
Robert B. Phillips Jr. of the maga- 
zine division, war savings staff, ad- 
dressed a special memo on the sub- 
ject to magazines in February, in 
which he said, in part: 

“The SEC estimates that money is 
being hoarded at the rate of 4 billion 
pe quarter, despite higher taxes. 
Consumer and durable goods are be- 
ing worn out at a much faster rate 
than they can be replaced. 

“They must inevitably be replaced 
after the war by new purchases— 
provided the public has the neces- 
sary cash. Each individual, buying 
bonds, can build a reserve for future 
replacergent purchases . . 

“Certainly the advertisers who 
market through your publications 
should be anxious to hold their mar- 
kets now and to increase the present 
rate of war bond purchases in the 
United States while income is at a 
peak, in order to insure their mar- 
kets. 


A Postwar Aid 


“We do not suggest that the im- 
mediate postwar redemption of war 
bonds will provide all the cash for 
the purchases mentioned in the U. S. 
Chamber of Commerce survey. 
Nevertheless, the reserve of savings 
will have been created, and spread 
over a number of years it will pro- 
duce steady purchasing power. 

“The number of bonds sold during 
the war should be so large that an 
orderly liquidatien of a portion of 
them will not serve to distort prices 
—but will act as a natural cushion 
during the period of postwar con- 
version and offer a safe, sane 
method of ‘pump priming’ for busi- 
ness. 

“In conclusion, it is scarcely nec- 
essary to point out that the maga- 
zines which make an all-out effort 
to support the war bond campaign 
are performing a self-service as well 

is a very real and patriotic wartime 
service to the country.” 


Appoint Heikes, O’Connor 

The Harrisburgh Telegraph has 
announced the appointment of John 
D. Heikes as advertising manager, 
and Walter O’Connor as national 
advertising manager. The latter 
position was formerly held by John 
R. Hood, who resigned to enter the 
naval reserve. 


Six Join AFA 

The following have been elected 
to membership in the Advertising 
Federation of America: Sterling 
Drug, Inc., and Combustion Engi- 
neering Company, New York; the 
Standard - Times, New Bedford, 
Mass.; Rowland Broiles Company, 
Fort Worth; Arthur Meyerhoff & 
Co., Chicago; and Mithoff & White 
—Advertising, El Paso, Tex. 


Rejoins J. M. Mathes 


Robert M. Deardorff has rejoined 
the publicity department of J. M. 
Mathes, Inc. Mr. Deardorff was 
formerly with the Mathes agency 
and left to go with the National As- 
sociation of Manufacturers. He 
was recently associated with Earl 
Newsom & Co. 


Publishers Association, annual con- 


Coming vention, Waldorf Astoria Hotel, 
New York. 


April 26-29. National Association 
of Broadcasters, radio war confer- 
ence, Palmer House, Chicago. 

April 29-30. American Market- 
ing Association, special wartime 
conference, New York. 

May 7. National Industrial Ad- 
vertisers Association, regional con- 
ference, New York. 

May 10-12. Lithographers Na- 
tional Association, Edgewater Beach 
Hotel, Chicago. 

May 24-26. Associated Business 
Papers, Skytop Lodge, Skytop, Pa. 


Conventions 


April 8. National Industrial Ad- 
vertisers Association, regional con- 
\ference, Philadelphia. 
April 13-16. American Manage- 
/ment Association, wartime packag- 
|ing conference and exposition, Hotel 
Astor, New York. 

April 15-17. Canadian Daily 
Newspapers’ Association, annual 
meeting, Royal York Hotel, Toronto. 

April 19-21. National Newspaper 
Promotion Association, annual con- 
vention, Waldorf Astoria Hotel, New 
York. 

April 20-22. American Newspaper 


Pacquin Moves Offices 

Pacquin, Inc., New York, cos- 
metics manufacturers, has moved its 
offices to 155 E. 44th St. 


Rumford Appoints Two 
Rumford Chemical Works, Rum- 
ford, R. I., baking powder manu- 
facturer, has appointed J. J. Schmitt 
as sales manager and George W. 
Penny, advertising manager, as 
manager of the Baking Powder 
Division, with supervision of sales 
and production. Mr. Schmitt was 
formerly with Hecker Products 
Corporation, New York. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


by 


Vina Delmar 


Though one of America’s most 
successful fictioneers for 14 years, 
Vina Delmar is still amazed to 
realize she isn’t an actress. Her 
first book, BAD GIRL, made pub- 
lishing history. She and her hus- 
band, Eugene Delmar, are one of 
Hollywood's star writing teams. 
Her latest story, KIss IN THE FOG, 
appears in current (May) Cos, 


Butler Shifts Maxwell 


L. R. Maxwell, industrial sales 
manager in the executive sales 
headquarters of Butler Brothers, 
Chicago, has been transferred to the 
company’s New York office as sales 
manager there. 


"Tuere are several reasons why I 
am glad to be a Cosmopolitan con- 
tributor. I am naturally proud to 
know that my work is appearing 
in a magazine that has always 
maintained a very high standard. 


association with Cosmopolitan. 


That pleasure has come from the 
audience to which Cosmopolitan 
appeals. The size of that audience 
and the varied tastes in reading 
which it includes allows a writer 
great leeway. 

One need not consider that 
every story must be addressed to a 
particular type of reader for the 
doctor's secretary buys Cosmopol- 
itan and so does the doctor. 

Also the girl in college and the 
angry old man who just got the 


bill for his grandson’s latest folly. 
The grandson also reads Cosmo- 
politan and so does the girl he will 
eventually marry. 

With so great a variety of read- 
ers, Cosmopolitan can print any 
good story knowing that the angry 
old man will like it if the college 
girl does not. She can always find 
her type of story on another page. 


Also there is personal satisfac- 
tion in recalling the great fiction 
writers whose names have marched 
along these pages for many years. 

These are important reasons but 
they are perhaps not the real basis 
for the extreme pleasure I have 
had in my long and interesting 


Time has proved that writers 
and readers alike have many 
reasons for placing their confi- 
dence in Cosmopolitan, 


FOR AN ADVERTISER WITH A 


Small Gug@t 


® Perhaps at this moment there 
slumbers somewhere within your 
business a basic—but explosive 

~advertising idea ...which when 
awakened by the dynamics of 
modern advertising method... 
can win leadership for you in 
years instead of decades. 


You may feel that advertising of 
the stature required to do a job 
like that can’t be bought with 
your appropriation. 


Perhaps .. . yet the success that 
has come to a number of our 
clients — spending less than 
$3,000 — suggests that the 
size of your budget may not 
be the proper measure of the 
advertising you can command. 


Send for booklet 
Big Time Advertising on 
Small Time Budgets 


WILLIAM BALSAM 
Advertising 
540 N. MICHIGAN AVENUE « CHICAGO, ILLINOIS 


EBIG TIME ADVERTISING 
ON SMALL TIME BUDGETS 
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Doctor ... secretary ... college girl... angry old man... grandson and his 
girl. All read Cosmopolitan because they enjoy superb stories told with 
consummate skill. Yet the vitally important fact (to advertisers) is this: 
These are people who willingly pay a higher than average price for a 
better magazine—just as they gladly pay higher than average prices for 
other branded merchandise they believe in. 

They want the best. And they know what money is made for. They are— 
Americans with the spending temperament, and the wherewithal to gratify 
their wants, TODAY'S BEST CUSTOMERS! TOMORROW'S BEST PROSPECTS! 


Newsstand Buyers Spend More Per Issue for Cosmopolitan (at 35¢) than for Any Other A.B.C. Magazine 
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Sf oa! of hard lines and “big ticket” items | 
Chessie Reports last year, but offset this loss partly 


through additional sales of $76 mil- 
lions in available goods in other 
lines, the company’s annual report 


C. & O. Earnings 
Up; Taxes Cut Net pa ve Meany i order company 


New York, March 30.—“Chessie,” | was forced to send back to custom- 
the much-publicized cat, gave her/ers $50 million in orders which 
furry, feline appeal to Chesapeake |could not be filled, Gen. Robert E. 
& Ohio Railway’s annual report, ap- Wood, chairman of the board, told 
pearing today in 1200-line copy in | stockholders. 

35 fg spapers. Kenyon & en Net sales for the year amounted 
is the agency. to $867,834,052, a decline of 5.16% 

Revenue reached an all-time high from the all-time high of $915,057,- 
in 1942 but net earnings decreased | 628 established in 1941. Net earn- 
some 26% below those of 1941 due/ings for the fiscal year ended Jan. 
to increased taxes, which were two/31, 1942, totaled $33,946,989 com- 
and one-half times what they were | pared with $36,711,502 for the same 
in 1941. | period in the preceding year. 

The transition from war to peace | General Wood forecast aly od -— 
should be much easier for the C. &|this year, because of the lack of 
O. than for most railroads, declared |merchandise, but indicated that 
President Newton, “because of the |everything possible would be done 
continued access to one of the/|to bolster available lines of goods. 
world’s largest and finest coal de- | Cash ae Fae ite _ poe 
posits.” accumula _an e mail order 

Net earnings for 1942 totaled $33,-|house now is “financially in the 
153,437, compared with $44,939,744 nee ot 9 ace wer a its. history,” 
for the preceding year. enera eciar 

Publication of excerpts from the|. Time payment sales are continu- 
report meant that in many instances |ing to drop sharply, the chairman 
newspapers carried two C & O ad- said, mainly because of the change 
vertisements in the same issue—the |i? type of merchandise available. 
report on financial pages, and some- Gasoline rationing in the East has 
what smaller copy promoting vic- | affected store sales adversely; while 


, ‘in other sections where rationing is 
tery gardens on general news pages. ‘less stringent, sales are equal to or 
SEARS SALES DOWN slightly above 1942 levels. 


Chicago, March 24.—Sears, Roe- | IBM CREATES 


buck & Co. lost $123 million in sales POSTWAR RESERVE 
New York, March 30. — Interna- 


|tion reported a total of $3,000,000 
available for contingencies and 
postwar use, in its annual report 
|signed by Thomas J. Watson, presi- 
dent. 

| Net earnings for the period ended 
|Dec. 31, 1942, amounted to $8,679,- 
755 compared with $9,844,633 for 
|the same period in 1941. 


‘LIFE SAVERS TOPS 
_29-YEAR RECORD 


| New York, March 30.—Life Sav- 
|ers Corporation, maker of the fa- 
;mous “candy with the hole,” topped 
|a 29-year sales record in 1942, 
Edward J. Noble, chairman of the 


qn iA | i < 6 | ‘tional Business Machines Corpora- 
i » i i i yon a 


HOW TO KEEP BRANDS 
IN STEP WITH 
MARKETS ON THE MOVE 


That defense job in another town is taking thousands of workers’ 
families from home streets and familiar stores in the great wartime 
population shift. Sure, you sell your product in their new town—but 
where? Can those newcomers find your brand that greeted them like 
an old friend from the shelves of their home town stores? 


Meyercord Decal Window Signs are the answer! They beam an invi- 
tation to shoppers every hour of every day with the compelling power 
of a beckoning hand. Durable, full-color, lustrous, washable, attrac- 
tive, and utilizing no critical material. Decals are night-and-day, all- 
weather, out-of-the-backroom “‘point of sale’’ advertising that pack 
more publicity value per square inch for a longer period of time 
at lower cost. 


Spot Signs or Top-of-Window Valances, Back-Bar or 
Showcase Signs—all at prices that make Meyercord 
Decals an inexpensive point-of-sale dealer help and 
shopping reminder. Let Meyercord Decals point the 
way to your product. Free designing service. Samples 
on request. Write Department 1304 


td bo 
Dhnk Yo" | 
Reverse side of sign illustrated above 


Did you order Cake 
for dessert ? 
showing two-sided feature of spot signs. ™ 


FAST * COLORFUL * DURABLE IDENTIFICATION 


MEYERCORD DECALS 


| board, reports to stockholders in the 
/company’s annual report. 

Sales of $6,535,266 were 12.3% 
higher than in 1941, with more than 
of total box volume going 
'directly to the armed forces. To 
|speed deliveries the plant operated 
on a double shift in recent months. 

Net profit for 1942 totaled $949,- | 
|597, compared with $1,030,498 for 
The decrease in net earnings | 
lis attributed to a jump of 84% in 
taxes for 1942. 


Inland Steel—Net earnings for | 
(1942, $10,721,372; for 1941, $14,-| 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


—— 


March 22. Talked with a banker who 
has been making an intensive study of 
postwar prospects. He believes, as I do, 
that the strongest demand of the people 
of this country will be for full and con- 
tinuous employment. The demand for this 
may be so strong that every business will 
have to plan its operations with such em- 
ployment as its first objective. In such 
planning advertising will have to receive 
a new kind of consideration from top man- 
agement, as one tool in a program for con- 
tinuous production. 


March 23. Two weeks ago a client noti- 
fied me that he would have to go out of 
business because his draft board had noti- 
fied him that his enterprise was non-essen- 
tial, and that both he and his male em- 
ployes must register with the U. S. Em- 
ployment Service for essential occupations. 
Today he wired me that a new ruling had 
come through declaring his business essen- 
tial to civilian supply. Respectfully re- 
ferred to the advocates of a planned econ- 
omy. 

* 

March 24. Darwin developed his great 
theory of evolution and the origin of spe- 
cies from his observation of the variations 
in plants and animals. Even minute varia- 
tions, he found, often gave one variety a 
winning edge in the struggle for survival. 
Working in accordance with this law, plant 
and animal breeders nurture these minute 
variations until they develop dramatic im- 
provements and even new species — as 
Luther Burbank did, for instance. The 
same law holds good for merchandise. 
Often the variations between competitive 
products are minute ones. But searched 
out and nurtured by advertising they be- 
come the basis for product survival, im- 
provement, and development. This is why 
government grade labeling and other ef- 
forts at standardization are, in the long 
run, deterrents to progress. 


March 25. Rereading tonight one of Sir 
Francis Younghusband’s books on the at- 
tempts to climb Mt. Everest I was struck 
by one incident. At the last minute the 
Grand Llama of Tibet became suspicious 
of the motives of one expedition and re- 
fused it permission to climb the mountain. 
But the leader explained to him that his 
group belonged to a strange religious sect 
whose Gods lived on mountain tops. It 


was therefore necessary for his people to 
climb mountains for purposes of worship. 
This was putting the matter in a light 
which a religious leader like the Llama 
could understand, and permission was 
graciously accorded. Salesmanship. 


March 26. Traveling once myself along 
the border of Tibet, I was offered by a fur- 
tive native trader a most beautiful hand- 
embroidered bedspread. It had been made, 
he said, for the bed of an Indian princess. 
He also implied that it might have been 
stolen therefrom. Doubtless the tale wasn’t 
true, but it added an interest to the piece 
which raised its value in my eyes, and 
does to this day—so that whenever I ex- 
hibit it I tell this story. A _ subjective 
value, aided by good copy, which I cheer- 


fully paid for. 
e 


March 27. Got through to the farm, and 
found that the tulips which I planted last 
fall are up about three inches, and the 
ground already turned for vegetable plant- 
ing. The new chicken house is finished, 
for an increased production of eggs and 
fryers. Two steers are fattening for butch- 
ering as we need them, and the supply of 
hams and bacon will hold us until next 
fall. Appointed myself head of the Ration- 


ing Board. 
* 


March 28. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) J. B. S. Hal- 
dane, a famous English biochemist, was 
once urged to take an active part in poli- 
tics. He replied that he was doing so by 
sticking to his laboratory and exploring the 
chemical foundations of human behavior. 
Explaining this, he said that a hundred 
years ago no metallurgist could tell a rule- 
of-thumb worker in steel anything that 
was as useful as the worker’s “feel’’ for 
his material. But eventually the scientific 
worker in this field was able to revolution- 
ize steel processing. So in politics, he 
thought, the practicing politician, with his 
intuitive knowledge, could beat the scien- 
tific student of human nature all hollow 
today; but that eventually the scientist 
would catch up and pass him. So it is in 
advertising. We must still make most de- 
cisions on an intuitive basis. But it is not 
smart to hold that there will never be any 
other basis, and to shut our eyes to the 
growing body of measureable knowledge 
as it develops. 


Parke, Davis & Co.—Net earnings 
for 1942, $6,319,228: for 1941, $8,-| 


Allis-Chalmers—Net earnings for 
1942, $5,923,993; for 1941, $5,743,- 


Gillette Safety Razor—Net profit 
> 1942, $3,106,165; for 1941, $3,- 


American Bosch Corp.—Net profit 
2, $1,128,052; for 1941, $890,- 


20th Century Fox—Net profit for 
2, $10,600,000; for 1941, $4,921,- 


Libbey-Owens-Ford — Net profit 
r 1942, $1,850,986; for 1941, $8,- 


Standard Oil Company (Indiana) 
—Net earnings for 1942, $44,183,- 
3; for 1941, $48,385,966. 
Bendix Home Appliances — Net 
profit for 1942, $161,786; for 1941, 


United States Steel Corp. — Net 


, $116,171,075. 
Kimberly - Clark Corp. — Net in- 
* 1942, $2,185,442. 


Starts Standard Agency 

George J. O’Leary, formerly) 
with First United Broadcasters, has 
organized the Standard Advertising | 
y, 222 N. Wells St., Chicago. | 


for 1942, $71,818,569; for 


< o 
ee wn 
prs The new “CONTINUING MARKET 


ed we PRESENTATION” on the NEWARK- 
al NORTH JERSEY MARKET 


A handy loose-leaf file containing a full set 
of market maps. latest available statistics. 
and population estimates, Media Records 
data, circulation analyses and editorial in- 
formation . . . designed to help you keep 
your Newark Market file useable and up-to- 
date. 


Due to wartime economy, however, the print 
order has been limited. We, therefore, urge 
that your copy be reserved in advance by 
card or letter to: The Newark Evening News 
Research Department. 


NEWARK EVENING NEWS 


NEWARK, NEW JERSEY 


Apr 
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ADVERTISING AGE 


| The FCC chairman said he had | ures frequently advocated are: in- 
not received an answer from Man- lereased lighting; fencing; 

/power Commissioner Paul V. Mc- | and identification of visitors. 
Nutt regarding the WLIB case— | The Philadelphia plan of pooling 
which is supposed to highlight a|time among four FM stations may 
radio station’s employes’ essential| have far-reaching policy implica- 
draft status. He had filed addi-| tions, Mr. Fly admitted, but quali- 
tional correspondence with Mr. Mc-/|fied it by pointing out that few 
Nutt, he said. |cities have the facilities to put such 


THE REASON WHY 


te Vogarell Names Weinberg 
~’| Vogarell Products Company, Los 
Angeles, manufacturer of Certans, 
em-ex and other medicinal prod- 
ucts, has appointed Milton Weinberg 
Advertising Company, Los Angeles, 
to handle its advertising. A news- 
paper campaign for Hem -ex, 


Fly to Report on | 
Small Stations at 
NAB Conference 


Washington, D. C., March 31.—No 
more revelations concerning the 
financial status of small radio sta- 


| He presented a report of the engi-|a plan into operation. He said he launched in the four Los Angeles 
tions will be made until the Na-| neering division’s study to increase | doubted if it would be extended to |™etropolitan dailies on March 15, 
tional Association of Broadcasters|the security of communications. | standard broadcast stations. will be extended later to include 


meets in Chicago, James L. Fly, | This effort, which so far has led to | 
chairman of the Federal Communi- | contacting some 380 locations, em- 


cations Commission, said here this| braces all forms of communication. 
week. | 


newspapers of principal cities 


ls Wie | th P *ifi ® ¢ st. 
Brewers Offer Booklet | e Pacific Coas 


| A free booklet, “Eat-to-Work-to- | G A , 
Mr. Fly, who last week reported Cooperation Encouraging Win,” in cooperation with the Cana- | uzman ppointed 
that 139 of 722 stations so far ac- The voluntary cooperation ac-j|dian nutrition program, is being; Melchor Guzman Company, New 
counted for lost money in 1942 (AA, | corded the field staff members has offered in copy appearing in Cana- York, has been appointed represen- 


on 


Gilmore gas you want 


am! v the 


tery dep of govetine 1 previous March 29), asserted that he will|been encouraging, he recounted,|dian daily newspapers, sponsored | tative in U. S. and Canada of Com- 
a © ot 6s eeenenan give NAB a full and concrete pic- | and added that no complaints about | by the Brewing Industry (Ontario). |pania Radiodifusora del Ecuador, 
: ; i\ture of the financial status of the|the advisor service have been|Spitzer & Mills, Toronto, is the|S. A., Guayaquil, Ecuador, operator 
ILM } = Se | Ss Sine ae p 
ep path aetlomgratna stations. | received. Among the security meas- | agency. ,of Stations HC2AJ and HC2AK. 
tease tn “Gtlmere ferteegh Fee”... % Om. Priday—mEE 
Favorable public reaction greeted this 
560-line advertisement, to appear in aie “ae ree Ge a Me ee ae 5 4 gi " 
March 15 newspapers of key West ; st te DOUGLAS ° 
a : : ade GRANT g ; 
Coast cities. Gilmore Oil Co., Los An- , be quentt® . 
geles, also is sponsoring a series of small- ee Lote By Perens CORSON og —— ee a Ty P ; a. 
space messages featuring the importance Be vevix _ 
of patronizing the small business man. | S . % There 
Ruthrauff & Ryan is the agency. , Rie aie 7: ok ; sox 
| ES r TEBACH Dewey AB DEEN Chant . $ “\ 
meee SUTTE “%,@ US 
- > SPink We, UL ae 
i y ARK CHIPPEWA . a, Tau cA 
Vinco Launches : er io oor nee ee oe 
First Campaign ¥ 2 j = on mH 
. . oh J} HAMLIN ore scort 4 
j "25 Y ~~ ge | Oe a a Fs 
in 25 Years i a el al ot hs ? 
‘ TERRES ; " . 
; ig ; 3 + omsTed tA 
New York, March 30.—The Vinco Eis ig amity é : <camav Veo ten | %, vi 
: , : - BIPNT Mine oY oe ” we 4 
Corporation, Detroit, manufacturer a NNINGTON @ HAAKOn rome ——— - NKATO a + 
of precision gauges, has launched its rs RAPID CITY JACKSON rs : “os Club we oe 
first general advertising campaign cusTen ae pee’OK FALLS . mnt wean | ALLA 
in 25 years, following a series of Nar ITCHE a! U — worm |r x janet 
ins rtions in February business | LS an Ol ~ TiC To cc ic! a ; 
pape TS. a : WASHINGTON BENNETT Ch mre) PALO @ ASAW [Paverre Lay, 
The initial advertisement of the SHANNON a . Oe he PA ato ' 
new campaign appeared in news- cary cant Se re _ 5 
apers ad j indus- DAWES SHERI rock | wus |" We 
papers of a ozen major war in DAN KEYAPAMA Boy : BPE Wox ss | eou0t ‘Mm oO - 
trial centers, including New York, eMOX wan Loy, 
and is the first in the series of ten ; : frp, Tram wanom * 
half-page advertisements on the ig \ cepas mT % *,,\"" anron | 
schedule. —_— iN BIRTA\ ~ pr Ha a, a nent Se eas = rr 
“Why Rommel Ran” heads the . ees se seg ha, 
copy, alongside an illustration of | = — FI sr 7 zc {owe 
tanks in battle amidst bursting | ae Tcaroun ogee , 2) oe vel e atyss " - wee” 
shells and craters. Lure ra halle ge poo or pes mo 
“Crashing guns at El Alamein!!! BANNER ARTHUR ToaAn WALLEY POREELEY a ae NM ARION “_— 
! grubbing for sudden death ¢ r some A0,., nn 
sappers : oe 
ne mine fields, bayonets running xmoa y O“eveNNE —o — - Te S “saves: 
ed in th a ro KEITH LINCOLN We ag pe * councit F TLARKE] LUCAS SON 
red in the morning mists .. . then Sure NORTH PLATTE ms ee errr een Oo 
tanks and more tanks . . . the new . re oS | ros Jeune) sas — me: WAYNE | ost ire 
— tanks,” highlights the eed om EEZID BUFFALO mth Pinal ne NCO NM & |coss ee “Any 
advertisement, with copy pointing ne § ron eo wacom eR AN "J 
’ - e mf OTOE THAM » 
out the essential part the company’s : f te H\ 
gauges play in nA wa branch on vo A a, CHASE HAYES PHELPS Pa CAmney, ADAMS CLAY savet iS cH NODAWAY [WORTH ¢ i "%, os 
os £ 
nance, Army and Navy. es pe ° er = 0 P 
Lloyd, Chester & Dillingham, New | oo [aml FRANK’ [WERSTER | NUCE pUMAVER| EPEC ~ HOLT b < 
Tork ie P a < Le Ley Be 
York, is the agency. PRIMARY, INTENSE 4 > - “ x PH | a sue 
_ | 2 1€ 
. . . GO% to 160% or Mere ic RAWLINS TUR [NORTON Pron Wes, 1 GMiTH AL Li _ — am Seats eo, = ee 
Linder to Ziff-Davis ‘ta OBERLIN mn ba RAN 
Roy Linder, who has been with | ° +s 0 
hele ped ot a tid : Loud ar may ‘ 
Theis & Simpson, newspaper repre- | — SHERMAN [THOMAS SHERIDAN |GRAHAM | ROOKS MIvCwELL seme POTTAWATOMIE JErFER- A» oa 
sentative, for the past eight years, | i b a na wes 
has joined the advertising staff of PRIMARY, EXCELLENT fom . 6 °. orraws MANpa” i 
Radio News, Chicago. He is suc- | pall . LINCOLN BCKIN- “8 mEKAnsns © nant 
ceeded at Theis & Sim a. nusse\ > = | Son pncesen 
s pson by R. 2 SALINE t CASS 
Merlin Weed, formerly with J. J.! HA s° MORRIS RANK] MiAM! 
Devine & Associates. 1. _. ~ c naa un 
SHE GREELY] WICHITA I SCOTT] LANE NESS RUSH BARTON MAR 
Se “ 
SECONDARY, GOOD mice *6 — 
Tracy, Kent Named | 10% te 24% Tana Pve 
Hiram Ricker & Sons, Poland | eared ‘ioe Reno WARVEY 
Spring, Me., has appointed Tracy, | : aa - . Vg 
Kent & Co., New York, for advertis- : , — wes romans |starrono wi - " . 
ing of Poland Spring House and) : * ; a GREENWOOD ° ‘ 
Poland Spring Company, marketer TERTIARY £ |popngecity ("FF ae: sunun lax 
' Poland Spring water and mixes. ’ y Tous comany 
Newens : Scale of Miles MEADE =| CLARK wer . ° 
‘ewspapers, magazines and other One inch = F AS, ae HARPER Env wut : u\ 
media will be used. Approx. 80 miles “», 
mr i eta iadhante 3. 


me. rime 6uvER HERES THE MAP YOU ASKED FOR 


The fire” "$tandard' Coverage Nap Ever Issued ! 


WRITE FOR YOUR COPY TODAY! 


WHAT A MARKET! 


WOW-land contains 333 counties with 
a population of nearly 5,000,000 and 
1,144,299 Radio Families. 


‘ollins, Miller & Hutchings 


INC. 
This is the FIRST station coverage map, we believe, to 
conform completely to standards recommended by the 
following groups: 


@ The Time-Buyers Committee of the American 
Association of Advertising Agencies; 


@ The Radio Executives Club; 


@ The Dept. of Broadcast Advertising and the 
Research Division of the National Association 
of Broadcasters. 


“hoto-engravers in Chicago 


590 K.C. *« 5000 WATTS 


This map is based on an analysis of 120,000 pieces of 
audience mail (10,000 a month for a year) in conformity 
with the new recommended standards. Copies mailed you 
will contain a detailed explanation of the methods used 
in determining coverage and field intensity. Complete 
WOW-land statistics, with breakdowns by Primary and 
Secondary areas, will be included . . . ALL the facts you 
should have before buying time in the Omaha-Great 
Plains area. 


0] North Michigan Avenue 
Franklin 9854 


The only NBC Station in Nebrashe 
John J. Gillin, Jr., Pres. and Gen'l. Mgr. 
John Blair & Co., Representatives 
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Believe Postwar 


| FORGING A PATTERN FOR THE FUTURE 


soon devote an initial 32-page sec- 
tion to air transportation as a reg- 
ular feature of Flying. 


| 
| 


seaeneeaes SE nae ~ 

| breaking production bottlene;... 
Pan American-Grace Air w 4 y 

one of the pioneers in intern; 


et 
; 


: ; ‘tional 
air freight operation, r tly e 
. . Air Express Soars | tended tts a cargo eedule Pon 
Xpansion 0 if A. N. Kemp, president of Ameri- | the Canal Zone to Buenos Aires ang 
| can Airlines, told stockholders in his | is currently engaged in flying com_ 
s 8 ‘annual report this week that while modities to South America and re. 
Frei ht Inevitable revenue plane miles flown decreased turning vital raw materials to th), 
g 13.3% last year, revenue passenger country. The first leg of this aj; 
miles declined only 1.73%, while air | Anant a on heel cee n last 
"AS ‘ mail pound miles increased 54.9% | t all- 0 servigg 
Air Cargo Is Here, ont B . express pound miles jumped operated by an airline certified py 
Eastern Air Lin 120.2%. Despite higher operating the Civil Aeronautics Board. Othe; 
ir Lines lines have petitioned the CAR | 
° costs and taxes, the company fin- airlines have p one e CAB for 
Tells the Public ished the year with larger profits permission to extend their lines to 
By JOHN B. MILLER and increased surplus funds. Net in- Europe and Asia. 
Chicago, April 1.—Postwar ex-|come moved up from $2,473,160 in To Get Real Tests 
pansion of the air cargo business on | 1941 to $3,016,869. : : While most experience to dat 
an unprecedented scale was envis-|.. “Y°Ur Management is cognizant of "The smith, a mighty man is be” The singing will never be ended b vith ase ha > ale has 
aged this week as new predictions the important part which air trans- Does fap end ates temas treme brme pe ' tutte tale, ss ‘ri wi the & peo mber: and 
were made concerning the future of | Portation will play in the postwar) * . pase np mee Bw ryt a that 
commercial air transportation. world,” Mr. Kemp said, “and is| & vl b a ee yg - i Soon 
Cargo planes already are flying laying plans to the end that your "3 wi ave a chance ‘all, OW what 
as Eastern Air Lines told the public |C°™pany may maintain and develop == See SS Sa can be Gone commercially after the 
in a recent full-page advertisement | its position. The airplane is becom- CHICAGO and SOUTHERN AIR LINES CHICAGO eg SOUIEEER Aik UNS war. The Martin “Mars,” 140,000. 
in newspapers, but full commercial | ing increasingly accepted as a means | The bales esl Het aha Heed ere pound patrol bomber built for the 
development in this field must await |0f travel. The war has accelerated | "**) "') > swt’ ss semen’ pawn 0 le Ae Navy, is being converted into a Moy 
the end of war. Freight flying technological development which ; : eri ‘ ; ee cargo carrier. Another ship to be this 
through the sky has been adopted as will eventually be available for use| This series of institutional advertisements for Chicago & Southern Air Lines is part heard from is the Curtiss “Cara- aa 
an advertising theme, or at least in the expansion of commercial air of the company's advertising involved in the current controversy with the Civil van,” originally designed to trans. 
mentioned in copy by other air-| transportation. As new equipment} Aeronautics Board over promotional expenses. Originally scheduled for Time but port cargo and the type of plane a 
lines. aircraft makers and suppliers and facilities become available, the unable to get the necessary space in that publication, C&S is completing the cam- which the New Orleans shipbuilder, eer 
who are looking ahead to the day combination of these circumstances paign in Newsweek. Lake-Spiro-Shurman, Memphis, is the agency. ar, J. — a been al 
; undoubtedly will result in unprece- awarded a contract to build. Fair- mull! 
Saale SUE Give Uielinas tne Chane dented growth of the industry.” —_—| equipment makes possible reduc-|of major cities, points out that “no| Child is producing “j' Army cargo 194 
to compete for a larger slice of the| ,4 number of American Airlines tions in tariffs. spot on earth is more than 60 hours — ge a rt Peet been on. 
nation’s annual freight load. planes, like those of the other com-| * «The overnight delivery of com-| from your local airport.” The post- pat 4 oug ~ dine . oan and 94.3) 
One of the national magazines |™ercial operators, were leased or| plete articles, repair parts and ac-| war global skyways, Consolidated ‘a ee hi oy 1" ing ‘transport ship 
catering to the aviation field, Flying, ow hgh pap cere goad onge Bene Bete cessories may minimize ee Seance says, will see trade and travel by ome a any may be converted to a 
uts so much faith in the future so. - : of warehouses in certain distributing ne become as m r —e ~% 
growth of air commerce that it will | to the airline for exclusive operation | centers. Some retailers may operate ear life = age = a An indication of revenue possi- "a 
of the war department, Mr. Kemp|on a sample basis with less display ‘uses Waees, valleends Gad ocsen bilities in future air freight is indi- te 
ful that the company wes aestgned |S0ct,lms.© Mmaller investment i timers) pecwockh geting Seger vel 
u a invento Bg 46 "@ » whic . 
i ae ae ae a a as foreign routes to tremapert supplies | ven ic siesta dite tiled. as a. is no area ot the future to| last year broke all records for num- air 
” * |and personnel overseas. These| Flight” magazine series it originated |CoUn’ 9" 8 Cuhich fly almact with | Der Of shipments, weight and reve- ree 
“WwW hi t routes, along with those of other air-| in August, 1942, and is stepping up | fa 7 oe ot an iteelf Mo Ry ‘nue. According to the air express traf 
* as ing on * lines, may be expected to figure IN| its newspaper schedule over a year |. ti Pp o oR one ad~ | division of Railway Express Agency, we 
re f| “ b \ * postwar development of air freight. | ago. Although the major emphasis | 'ch planes are bain 7 te EB pes the weight of shipments was 10,582 _ 
will be on the passenger phase of . { . tons, a 93% increase over 1941. 1€ 
" nrivence egins ‘ ‘ Precise aoe _ bees wadeliane. air cargo ot be afl undergoing their wind-tunnel Shipments totaled 1,405,320, up ne 
nother reference to alr expresS|mentioned in each advertisement. ‘ . Bee “le 
* at home * is contained in the recent annual Newspapers are being used in 57 caimineaine ge ay a. the 
statement of United Air Lines. Pre- cities, and black and white pages in| ang two Canadian airiines, is play-| MAILING SERVICE ope 
* * dicting that air transportation will | Business Week, Newsweek, The New hast wap ten ieupertanae 62 ~% yan of 
CHOOSE THE revolutionize methods and habits of | yorker, The Saturday Evening Post, | ; ; yar tenes exp. I ‘ . en ; a-1 
Je, LEADER IN transportation in the field of passen-| Time and United States News. nota fae denedue Meamen an Multigraphing — _ Filling - in = 
ee “ ight” ’ . : ‘ , ac 
z THE BUSINESS ger lesen tig ae Ones: Ae = woot the bait Ry mg tab yn and more than a score of trade pub-| Addressing —- Mimeographing me 
} ’ - oe Men. A ’ - ~ | lications. Units ranging from full to nec 
rapidly expences ill pete ge voted one entirely to cargo liners,|.ighth pages demonstrate how air| THE LETTER SHOP, Inc. | 
emergency uses Will exp pidtly | pointing out that its Mainliners are : : 
in the postwar era as more efficient | now speeding war cargoes and men|°*PTess 3S helping the war effort by | 431 8. Dearborn St., Chicago | Wab. 8655 
as well as civilian passengers, ex- | 
press and mail from coast to coast. ® ‘ 
tha 
Towns as World Ports air 
“What of the skies tomorrow, ord 
/ he DI RE er route AD) when victory is finally won and the | clir 
|world returns to peace?”, the copy | pay 
| asks. “Tomorrow will be the Age of | ma 
x Flight—and your daily life, in al- als 
ARM Y K x CHAN( KS most every way, will be affected CA 
by it. $5, 
“Refrigerated planes will carry re\ 
perishables. Consumer goods from} alo 
California or the East will be} be] 
>k¢ shipped by air to markets across the the 
nation. Textiles, shoes, newspapers A eq 
will be daily freight from state to e@e:8e8 ®@ | 
state, and continent to continent. . . 


this tremendous 


Army Exchanges are now doing a billion dol- 
lars a year volume. The publication serving 
market 
CHANGE REPORTER, the only maga- 


is ARMY EX- 


|New industries will spring up in 
new areas and inland towns will 
| become world ports. Air freight will 
|be measured in tons as well as 
| pounds. Markets will be expanded 
'and salesmen will cover bigger ter- 
ritories. Inventories will be smaller 


.. Hered Proof 


zine published solely in the interests of Army 
Exchanges. Your advertising dollars will 
buy complete coverage of Exchanges in the 
United States and 


with distribution of goods by air.” 
When victory is won, United 
| promises, it will be “ready to serve 
| you with new Cargoliners as well as 
luxury passenger ships of the air.” 


The three case histories “thumb nailed” below repre: 

sent just a few of the many advertisers who are using 
book matches to do a publicity and good will job for their 
products (names in our files) : 


overseas stations for Eastern Air Lines, in its recent This advertiser enjoys national distribution of 
, pwo TOW ‘Dp a he Ph newspaper announcement signed by sits product, and after placing an initial order 
ARMY EXCHANGE REPORTER has ie E. V. yong so for circulation of 50 million match books two 
: " ; i ‘and general manager, informe sere ane. recentiy tell " teh o similar 

more circulation in Army Exchanges than [the public that last June 1 it in- NN ee ene 


repeat order. Distribution of its book mat: hes 


augurated “the first regularly - is being made nationally. 


scheduled air cargo service” which 
has operated continuously ever 
|since, overnight between New York 
and Miami. “Air Cargo Is Here!” 
was the attention-getting headline 
for the page advertisement, which 
| went on to declare that the trial pe- | 


Here is the direct 
route to Army Exchanges and the all im- 
portant Army market. 


any single publication. 


Commenced using our book match distribution 

a facilities in a small way six years ago; ol 
tinued to use year after year, gradually exp.nd 
ing the quantity distributed, and the scope o! 
the distribution in “selected markets.” 


This advertiser was so well pleased with the job 
\| Shook matches accomplished for him in one 


—_-a 


* AL as al : : r EX. riod for cargo planes is over and| 
Ack for a copy of ARMY EX that the possibilities of the airplane | 
CHANGE REPORTER, also the as a common carrier have been ex- | large metropolitan area, that he renewed his 
folder “ARMY EXCHANGES” jyenmee ftom She Reece 


contract, and increased it to a point 744 tive 
the original order. We are now distribuii¢ 
book matches for this advertiser in many o! | 
principal cities in the country, as designe d. 


| stage to a point where heavy cargo | 
can be handled easily and speedily. | 

Were additional equipment avail- 
able, the company said, other cargo 
planes would now be in operation 


which tells about Exchanges. their 
methods of operation, ete. 


ad 


iceciaedaine namie aeons eaten te Y | ADVERTISING AGENCY SPACE BUYERS 
\ . — Die ka —_— York-Houston routes where there “4 es - 
ARMY EXCHANGE REPORTER | ff)atready heavy demand for such| AND 
service. | 
ro V. mm — Tasse W “Cargo planes are not a dream of | ADVERTISING MANAGERS 
— and rbilt AN me Ne i 1 ork tomorrow—they're here today, and We welcome your inquiries about our 
. to stay,” the c ti . “WwW ; 2 . 
NEW YORK—Frank J. MeNally, 52 Vanderbilt Ave. Murray Hill Ey Ay, Bay a ale advertising book match distribution service. 
4-1382 providing necessary passenger serv- | — 
CHICAGO—The Carolemay Co. 82 W. Washington St. Dearborn 3297 ice over domestic routes, are pio- 
ATLANTA—H. F. Cogill, 1722 Rhodes-Haverty Bldg. Walnut 7113 neering in cargo operation in order 


to serve you all the better.” 
Consolidated Vultee Aircraft Cor- 

poration, in its current campaign in 

inational magazines and newspapers | 


LOS ANGELES—J. W. Conrow. 1672 Walworth Ave. Pasadena, Calif. 
Sycamore 7-5365 


MATCH CORPORATION OF AMERICA 


3433 WEST 48TH PLACE, CHICAGO, U.S.A. © 
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CARGO BY AIR 


how 
ila 


LiSTERA 18 LES Pana 
THE NATIONS FURST AEOTL IRL) SOLE SET 


Moving freight by air is the theme of 
this recent Eastern Air Lines advertise- 
ment, appearing as a full page in news- 


papers of selected cities. 


7.5%. Gross revenue exceeded nine | 
million dollars, 11% higher than in | 
1941. 

Shipments moved in combined | 
rail-air service totaled 320,167, up| 
24.3%, and international air express 
shipments amounted to 182,000, up 
27%, with revenue in this traffic 
97% ahead. 

“The imperative need for speed 
in transporting vital materials of 
war brought heavier shipments to 
air express service in 1942,” P. H. | 
Cummings, Railway Express air | 
traffic executive, said. “Last year 
we handled more of the heavier, | 
long-haul type of traffic and less of | 
the normal peacetime traffic such as 
printed matter, style goods, films, 
electrotypes and flowers. Actually, 
the nation’s air express system, 
operated over a 45,000-mile network 
of airways, served as a three-mile- 
a-minute assembly line between 
subcontractors and accessory manu- 
facturers for the expedited move- 
ment of a multiplicity of items 
necessary to the war production 
chedules.” 


Revenue May Drop 

Some industry leaders believe | 
that 1943 revenue of the domestic | 
airlines will drop below the ’42 rec- | 
ord. Passenger revenue may de-| 
cline further and cuts in airmail 
payments by the government to 
many of the larger companies may | 


also have an adverse effect. Recent 
CAB rate decisions may put a 
$5,000,000 crimp in the airmail 


revenue of four large companies | 
alone. Large express gains also are 
believed to be tapering off, too, as | 
the early demand for war plant) 
equipment and facilities is met. 
More and more, air cargo may be 
expected to draw increasing atten- 
tion from the various suppliers to | 
the aircraft industry and it has | 
already been featured in trade pub- | 
lications by advertisers other than | 
the plane manufacturers them-| 


, 


elves, 
Whiting Corporation, Harvey, II1., | 
hrough its aviation division, re- | 
cently emphasized that it is pre- | 
pared to help out with new ae | 
rgo handling problems. “Loading | 
r cargo is no job for a Mississippi | 

er stevedore,” it headlined a page 
ertisement, going on to explain | 
t its auxiliary equipment for | 
terial handling may help speed 


; 


y 


FOOD 


FROM OUT OF THIS WORLD 


a famed feature at all 
DEWITT OPERATED HOTELS 


Fl In Cleveland 
HOTEL HOLLENDEN 


’ 
4 In 
NEIL HOUSE 


In Lancaster, 0 
THE LANCASTER 


In Cori 
8 sasen™ +2 
f Chechen 

1 


HEO. Dewitt 
" 0 


up loading operations. 
Firestone Tire & Rubber Com- 


pany, Akron, used a spread recently | 


to outline to the industry how it 
now pioneers “ship by air.” It calls 
the skyways the “fourth dimension 
in transportation,” added to ships, 
trains and trucks. In an expanded 
world traffic, the company con- 
tinues, “giant air freighters will fly 
on wings built by Firestone, land 
on tires, wheels and brakes by Fire- 
stone, require many other products 
of the Firestone plants for safe and 
dependable operation. 


“Whenever speed is the prime 


consideration, goods will be shipped | 


by air. And, as you would expect, 
Firestone is pioneering ‘Ship by Air’ 
-——just as Firestone has throughout 
the years pioneered so many other 
notable advancements in transpor- 
tation.” 


l 
Indicative of the anticipated 
growth of air commerce is the move U. S. Steel Elects Cox ‘R & R Adds Two "Fy 
by the CAB, for the first time in Charles R. Cox, for the past two| J. Clifford Roberts has joined the 
its four-year history, to amend the | years executive vice-president of | Detroit office of Ruthrauff & Ryan 
Civil Aeronautics Act, greatly ex- | National Tube Company, has been |as account executive. Mr. Roberts 
panding its regulatory power. |elected president of National Tube|was formerly with J. Walter 
Others in government are busy on|and of Tubular Alloy Steel Cor-|Thompson Company and for a time 
the question of establishing a defi- | poration, U. S. Steel subsidiaries, | was advertising manager of Trans- 
nite postwar foreign aviation pol-| Pittsburgh. He succeeds Benjamin | continental & Western Air. C. D. 
icy for the United States, at best|F. Harris, who resigned recently, |Carson, for the last five years with 
a vexatious problem. President |@nd is now a consultant to Benja- | Campbell-Ewald’s Detroit office, has 
Roosevelt has named an interde- | min Fairless, U. S. Steel president, | been added to R & R’s staff as 
partmental committee to formulate |in connection with war activities. | assistant art director. 
such a policy which America can | a 


support at the forthcoming peace | Sonit-All Appoints 


conference. 
a Greenwich. Products Corporation, 
*: reenwich, O., has named S. Duane 
Tobi in New Post | Lyon, Inc., New York, to handle its 
George B. Tobi, for the past four | advertising for Baby-All Natural 
|years advertising manager of the|Nurser. The product will be pro- 
Journal, Jacksonville, Fla., has been | moted in national baby publications 
appointed business manager. ;}and business papers. 


Nohr Buys Print Shop 


Leonard M. Nohr, owner of the 
L. M. Nohr Company, Stevens Point, 
Wis., advertising agency, has pur- 
chased the Service Printing Com- 
pany from Robert Leary and Roy 
G. Hall. He will continue to oper- 
jate his agency. 


a 
Kha Valuabletacts 


= 


Yt 
pases 


about the BOOMING PAYROLLS and SALES 
IW STLOUS ond 87 COUNTIES IN FHE 
RICH, RESPONSIVE POHSITATE 


SALES 
YOU WILL FIND 


IN THIS 


Population Figures 
Coverage Figures 


Get the facts on The Globe- 
Democrat’s unmatched and 
unchallenged coverage of 
this great two-fold market. 
See for yourself what the 
unique influence of this de- 
manded newspaper means 
in guiding advertisers into 
customers’ homes, and in 


VERY sales manager, 
every advertising 
manager should have 

this book conveniently at 
hand in planning sales for 
NOW. Here are the facts 
about one of the nation’s 
best markets for immediate 
and continuing sales. 


DATA 


BOOK 


turning advertising into 
Electric-Lighted Read why St. Louis offers sales. 

Homes such rich sales rewards Write on your Business Letter- 
Mechanical NOW... . Learn about the head for this Valuable Book. 
Refrigeration growth of this vast indus- No obligation—excepting your 
Radio Sets trial metropolis. . . . And of oe —— to = one 

> 4 oO your istributors, salesmen 

Boe cern the wealthy, money-in-hand and dealers in this 49th State 

cm wtiets market throughout the 49th market. They want you to see 
State. this book. 


{.Lonis Globe-Bemocra 


The Globe-Democrat’s Circulation Is Now the Largest in Its History at Present Selling Prices 
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April D, } 943 


BUY-LINES 
by Nancy Sasser 
: 


New York, Apr. 5th. 
The reporter's primer 
of WHO, WHAT, 
WHERE, WHEN was 
never beaten for tell- 
ing a story, — so 
here's the essence of 
the news about BUY- 
tl LINES . . . Sum it 

; all up and see if it 
doesn't lead YOU into a contract for 
YOUR Brand Name products 


x * WHO .~. x 


(Products currently featured in the column) 


Van Camp's TENDERONI 
SWAN SOAP 
VIMMS 
LOUIS PHILIPPE Cosmetics 
EDNA WALLACE HOPPER 


Creams 
DR. SCHOLL FOOT COMFORTS 
AMOLIN DEODORANTS 
McCALL'S MAGAZINE 
YARDLEY BEAUTY 
PREPARATIONS 
D'ORSAY PERFUMES 
REDBOOK MAGAZINE 
VICEROY CIGARETTES 
SPENCER CORSETS 
5-DAY UNDERARM PADS 
IODENT TOOTH POWDER 
TAMPAX 
HOLLY-PAX 
AYDS CANDY 
CHAP STICK 


x *« WHAT x x 


EDITORIALIZED ADVERTISING 
IN FEATURE COLUMN STYLE... 


Intimate 
Personal 
Column-talk 


BY A NATIONAL BRAND NAME 
COLUMNIST 


x * WHERE x x 


WOMEN'S OR SOCIETY PAGES OF 
New York Times © Chicago Tribune 
Philadelphia Inquirer 
Detroit Free Press 
Cleveland Plain Dealer 
St. Louis Globe-Democrat 
Boston Post @ Pittsburgh Press 

Washington Star 
Minneapolis Tribune 
Cincinnati Enquirer 
Indianapolis Star 
Kansas City Star 
Milwaukee Journal 
Omaha World-Herald 
Toledo Times 
Columbus Dispatch 
Des Moines Register 
St. Paul Pioneer Press 
Buffalo Courier-Express 
New Orleans Times-Picayune 
Houston Chronicle ©@ Atlanta 
Dallas News 
Memphis Commercial Appeal 
Charlotte Observer ©@ Miami Herald 
Birmingham News & Age-Herald 
Richmond Times-Dispatch @ News Leader 
Jacksonville Times-Union 
Norfolk Virginian-Pilot @ Ledger Dispatch 
Nashville Tennessean 
San Antonio Express 
Los Angeles Times 
San Francisco Chronicle 
Seattle Times @ Portland Journal 
Oakland Tribune 


x * WHEN x x 
EVERY SUNDAY 


to 
10,758,112 Circulation 
Nancy Sasser, Incorporated 


420 Lexington Ave., New York 
360 Michigan Ave., Chicago 


Journal 


ADVERTISING AGE 


Getting Personal 

H. Victor Grohmann, president of Needham & Grohmann, is con- 
ducting a course in advertising, publicity and business promotion for 
hotels. The course will continue for eight weeks, meeting Thursday 
evenings at the Hotel New Yorker... 

The many friends of Henry Barley, assist. mgr. of the space dept. 
of Calkins & Holden, are writing him in Florida, where he is relax- 
ing in the sunshine. . . The first anaiversary of Duane Jones’ forma- 
tion of his own advertising agency was observed on March 15 when 
the staff presented the boss a silver loving cup. . . 

The title of the new CBS house organ edited by Marion Stevens of 
the press informa- 
tion department is 
“485.” The title 
is the address of 
CBS headquarters, 
485 Madison Ave... 

Preliminary 

training prior to 
being assigned 
overseas with the 
Red Cross is being 
undertaken by 
Rita Harrigan in 
Washington. Miss 
Harrigan was sec- 
retary in the office 
of William S&S. 
Hedges, NBC v.p. 
in charge of 
stations. . . “Clip- 
pings,” the weekly 
news bulletin of 
the Publicity Club 
of New York, 
will henceforth be 
edited by Marie 
Schurmacher, suc- 
ceeding Uriel 
Davis, who bows 
ae ; 
Bud Malloy, one-time publicity director of N. W. Ayer & Son, Chi- 
cago, was in the Windy City last week with the New York Golden 
Glovers. Bud is now with the New York office of the USO. . . Melvin 
Carlson, adv. mgr. of The Canner, Chicago, is back at work after a 
three-week bout with the flu... 

Lt. R. C. McKee, formerly assist. adv. mgr. of Standard Oil of In- 
diana, and who has been officer in charge of public relations for the 
ninth naval district, Chicago, has been appointed press relations of- 
ficer for the Navy in Europe, on the staff of Admiral Stark. He is 
with the American Embassy in London... 

At the age of 15 Joseph F. Weyand joined the Hartford Times as 
errand boy. Now local adv. mgr., he is observing his 40th anniver- 
sary with the same paper. . . Ensign Stanley M. Finkel, USNR, on leave 
of absence from the advertising-merchandising div. of Schenley Dis- 
tillers Corp., will take as his bride Ruth Faye Segal. . . 

G. Ray Schaeffer of Marshall Field & Co., who has been doing an 
outstanding job on war savings bond promotion in the Seventh Federal 
Reserve district, thinks that the admen working on the new joint Vic- 
tory loan committee are doing 
such a swell job in the area that 
they shouldn’t be overlooked. In- 
cluded among them are H. E. 
McDonald, Montgomery Ward, 
chrm. of the publicity and adv. 
committee; Henry W. Frier, 
Northwestern Line, and J. M. 
Easton, Northern Trust Co., vice- 
chrm.; Ken Carpenter of the war 
savings staff and Howard Allen, 
Central Republic bank. . . 

William B. Carr, Chicago man- 
ager of Time, who has become 
associate advertising manager of 
the publication, with headquar- 
ters in New York, was the guest 
of honor at a dinner at the Tav- 
ern Club April 2, at which his 
friends and admirers wished him 
good luck. The affair was ar- 
ranged by Lloyd C. Maxwell, of 
Roche, Williams & Cunnyngham, 
who succeeded Bill last year as 
president of the Chicago Feder- 
ated Advertising Club... 

Dave Lipton, adv. and publ. 
mgr. of Columbia Pictures, is 
convalescing at home following 
an operation and is expected 
Fred Myers, right, advertising manager back at his desk soon... 
of the Phoenix Republic and Gazette, An entire floor in the re- 
which he joined in 1904, receives a dia- modeled dwelling at 51 East 51st 
Ranken shan of the'teod "tne. St» New York, has been leased 

, , to William N. Robson of Co- 


occasion was the organization's fourth , “ 
annual ‘pin party’ at which employes /!umbia Broadcasting System. . . 


JOINS THE FERRYING SQUADRON 


At a cocktail party and dinner given in her honor, Eleanor 
Dyer, Women's Auxiliary Ferrying Squadron recruit, was 
given a flying jacket, her first piece of equipment for 
the squadron's training course, by fellow members of 
MacFarland, Aveyard & Co., Chicago, where Miss Dyer 
combined secretarial and writing jobs in the publicity 
department. Hays MacFarland is seated at the left. 


SERVICE AWARD 
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pledged ‘to work tirelessly to speed the The association of Radio News 

day of victory’ in support of their 100 Analysts tendered a dinner to 

fellow-workers serving in the armed NBC’s noted commentator, H. V. 

forces. Kaltenborn, at the Harvard Club 

on April 4, marking 20 years 

since the veteran news analyst made his radio debut on Station 
WVP... 


Lyn Brown, v. p. of Foote, Cone & Belding, Chicago, is in there pitch- 
ing for the old alma mater as chairman of Carleton College Associates, 
a new Chicago organization of alumni and friends of the college. . . 
Walter A. Bowe, adv. and personnel mgr. of Carrier Corp., Syracuse, 
has been awarded a silver cup by the Central New York Industrial 
Advertisers for producing the most effective copy of the past six 
months... 

First Lieutenant Charles Gillett, who was adv. mgr. of the Hotel 
Gibson, Cincinnati, until he joined the Army a year ago, has been 


appointed liaison officer to the chief of staff of the Ninth Armored 
Division. . . 


Marshall Field 
Rug Division Hit 
by FTC Stop Order 


Washington, D. C., March 31.— 
The Federal Trade Commission this 
week ordered Marshall Field & Co., 
Chicago, trading as Karastan Rug 
Mills, to cease and desist from cer- 
tain misrepresentations in the sale 
of rugs. 

The Chicago department store op- 
erates a manufacturing plant at 
Leakesville, N. C., and designates 
its rugs as “Karastan,” “Karashah,” 
“Karavere,”’ “Kara Kirman,” and 
“Kharol.” The Karastan rug is the 
company’s leading line of domestic 
rugs, and the others are sold with 
labels and advertising stating “by 
the makers of Karastan.” These 
rugs are woven On power looms and 
the individual threads are not 
knotted in the fashion which ap- 
parently denotes a true Oriental 
rug, the commission says. 

In earlier labeling, the place of 
origin and manufacture was not 
made clear, the FTC explained. 
More recently, Karastan rugs have 
carried labels “Machine woven in 
the U. S. A.,” and advertisements 
have used the slogan, ‘“Karastan— 
the wonder rug of America.” These 
ads also noted that the rugs were 
machine-woven. 


Designs Their Own 


The company, FTC says, repre- 
sented that its rugs were Oriental 
reproductions by means of labels; 
FTC finds that the rugs are not 
copies or reproductions of true Ori- 
entals. Although Field attempted 
in some cases to copy the designs 
of typical rugs, in others it used de- 
signs which it created and which 
were adaptations or combinations of 
Oriental motifs, says the commis- 
sion. 

Marshall Field & Co. has been 
ordered to stop using all of the trade 
names except Karastan, or other 
names indicative of the Orient, and 
to cease use of the term “reproduc- 
tion” unless structure, method of 
manufacture and material make 
them bona fide reproductions. The 
defendant is permitted to retain its 
Karastan designation by the com- 
mission, provided it is stated clearly 
that the rugs are woven on power 
looms in this country. 


Belknap Heads Monsanto 


Charles Belknap, chairman of the 
executive committee and executive 
vice-president, has been elected 
president of Monsanto Chemical 
Company, St. Louis. 
santo Queeny, who has been presi- 
dent for the past 15 years, becomes 
chairman of the board, a post which 
has been vacant since the death, in 
1933, of his father, John F. Queeny, 
founder of the company. 


Names J. M. Korn 


J. M. Korn & Co., Philadelphia, 
has been appointed to handle the 


advertising of Vitamin Corporation | 
Newspapers, | 
radio and business papers will be 


of America, Newark. 


used. 


Mogge Adds Account 

Chicago Screw Company has ap- 
pointed the Chicago office of Arthur 
R. Mogge, Inc., to handle its adver- 
tising. 


Edgar Mon- | 


a 


UNION COPY 


6,194,382 


soldiers in overalls 


This single-shot copy, signed by top 
American Federation of Labor officials 
appeared in the New York Times and 
Washington Post last week. A smaller. 
size duplicate on the facing page sought 
subscribers for the American Federation. 
ist, the union magazine. Lewis Edwin Ryan, 
Inc., Washington, is the agency. 


OPA Prepares Series 
for Rural Papers 


The Office of Price Administra- 
tion’s campaign branch has prepared 
a series of advertisements for rural] 
newspapers, with the assistance of 
the rural press section of the Office 
| of War Information. Initial mailing 
|to 5,000 papers will consist of two 
| advertisements. One, 10x14, is for a 
cooperative “signature” page, and 
the other is adaptable either to 18 
inches on 5 columns, or 14 inches on 
7 columns. 

One advertisement each month of 
the two types will be sent to the 
papers. OPA is sending mats of the 
illustration only, with proofs of the 
whole advertisement. Mailing will 
begin early in April. 


Returns to ‘Timberman’ 


Nelson C. Hazeltine, who was 
|given a leave of absence last De- 
| cember to join the volunteer officers 
|corps of the Army, has returned to 
|The Timberman, Portland, Ore. as 
associate editor. He will also func- 
tion as associate editor of Western 
Building, affiliate publication. 


Morse Promoted 


Robert H. Morse Jr., formerly 
assistant sales manager, has been 
named general sales manager of 
Fairbanks, Morse & Co., Chicago. 
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Can Manufacturers 
Weigh Intensive 
Postwar Drive 


(Continued from Page 1) 


sion, during its two years of activity, 
conducted one of the most extensive 
consumer research and education 
programs ever sponsored by a major 
industry. : 

Included in the exhaustive work 
were studies on cans as a market for 
steel; the function of cans; the place 
of cans in the packaging field; prop- 
aganda concerning cans and canned 
products; consumer attitudes toward 
cans and fundamental policies to 
govern future promotion. 


Curtailed Activities 


The research division was origi- 
nally set up to operate under a mil- 
lion-dollar budget annually, but 
curtailed its activities sharply for 
the duration of the war on Dr. Mc- 
Clintock’s recommendation that pro- 
motion of canning would run 
counter to the government’s limita- 
tions on can production due to mili- 
‘ary needs. 

The problem faced by can manu- 
facturers and producers of steel 
plate is the intense competition of 
substitute and alternate materials 
which have been given a wartime 
impetus and may be aggressive con- 
tenders for postwar packaging busi- 
ness. 

One danger is the trend away 
from unit packaging to bulk dis- 
tribution. Another is emphasis on 
so-called fresh foods, aided by Vic- 
tory garden promotions. Another 
is the home canning trend, pushed 
by the Department of Agriculture, 
the Office of Civilian Defense and 
the consumer movement, and aided 
by home growing. Glass, until now 
a contender for little more than 5% 
of the canning market, has had ag- 
gressive promotion and will be in 
a better position for cost competi- 
tion after the war because of WPB 

mplification and standardization 
programs. 

Uncertainty as to the amount of 
steel the War Production Board will 
allot to the canning industry during 
the next year of the war is one of 
the hurdles that may delay imme- 
diate prosecution of the postwar) 
selling program. 

Cans were used in some 300 pack- 
aging variations before the war pro- | 
duction drive went into full swing. | 
They include the broad fields of | 
defense or war use; construction; | 
transportation; industrial needs; 
agricultural necessities; health; rec- | 
reation; education; and home and 
personal use. } 

The proposed advertising program 
would include cooperation with gov- 
ernment tin can salvage and food | 
rationing drives plus emphasis on) 
the nutrition, freshness, convenience | 
and economy of food in cans. Also) 
emphasized would be the peacetime 
and wartime role of cans in petro-| 
leum and other fields. 


‘Building Products’ 
Cuts Distribution, Rates 


To adjust to current conditions in| 
the fleld and to meet the paper 
rationing situation, Building Prod- | 
ucts, published by Thomas Publish- | 
ing Company, has cut its distribu- 
hon from the 30,000 controlled 
which it has maintained for five | 
years to 4,000 paid plus 6,000 to| 
8,500 additional rotated among the | 
remainder of the basic list of 30,000, 
‘.US providing a circulation of from | 
I 000 to 12,500 for each issue, with | 
ninimum guarantee of 10,000. 
\dvertising rates have been re- 
Cuced to $40 for the standard quar- | 
“r=page, $75 for a vertical half- | 
bose, and $25 for an eighth-page. 


Wellman Joins Judy | 
Ns rank E. Wellman, for 26 years 
ulation manager of American 
mberman, Chicago, has joined 
ly Publishing Company, Chicago, 
circulation manager of Dog 
orld and Judy’s. 


( 


MULTIGRAPHING 
MIMEOGRAPHING 


Prompt Mailing Service 


Colton Elects Joslyn 
Vice-President 


Roger Joslyn, 
who has _ been 
with Wendell P. 
Colton Company 
since 1932, has 
been elected 
vice-president of 
the New York 
agency. Director 
of art and copy 
for several years, 
he will continue 
as head of the 
creative depart- 
ment. 

Prior to join- 
ing Colton, Mr. 
Joslyn was with J. Walter Thomp- 
son Company, New York. 


Roger Joslyn 


Handles Car Cards Only 


Hutzler Advertising Agency, Day- 
ton, has been appointed to handle 
transportation advertising only of 
Dayton Power & Light Company. 
Other advertising of the utility com- 
pany is handled by local agencies. 


Admen in the 
Armed Forces 


From Army private to full Navy 
lieutenant was the recent Horatio 
Alger - like advance of Herbert C. 
Siekman, editorial director of 
American Restaurant. 

Lieut. Siekman, who has been 
with Patterson Publishing Com- 
pany, Chicago, for the past 16 years, 
tried unsuccessfully some time ago 
to enlist in the Navy. Inducted into 
the Army, he spent seven weeks at 
Camp Wallace, Tex., before the 
Navy changed its mind and asked 
for his release to them. With the 
papers duly signed, Private Siek- 
man emerged with a full lieuten- 
ancy. On furlough now, he will go 
to Rhode Island at the end of April 
for Navy training. 

Frederick W. Hinrichs, vice-presi- 
dent of Arthur Meyerhoff & Co., 
Chicago, has been commissioned a 
lieutenant (sg) in the naval ord- 
nance and is stationed at Fort 
Schuyler, N. Y. 


Ear! A. Black, formerly a member 
of the national advertising staff of 
the Cincinnati Times-Star, is now 
an Army aircraft mechanic at Mor- 
rison Field, West Palm Beach, Fla. 


Lt. Dorothy McGaha, who was 
assistant to the sales promotion 
manager of Station KPO, San Fran- 
cisco, has been commissioned as a 
third officer in the Waac. 


Thomas A. Norman, advertising 
assistant at Tide Water Associated 
Oil Company, San Francisco, left 
March 30 to join the Seabees. He 
is reporting to the naval construc- 
tion training center, Camp Peary, 
Magruder, Va. 


William A. Morrison, account 
executive of Sidney Garfinkel Ad- 
vertising Agency San Francisco, on 
leave of absence for the duration, 
has reported to the Army for offi- 
cers’ training. 


Named Copy Director 


Marjorie Bailey, formerly with 
the Grey Advertising Agency, New 
York, has been appointed copy di- 
rector of the Morton Freund Ad- 
vertising Agency, New York. 


Has Veterans Trust 


Kingston Cake Company, Harris- 
burg, Pa., with more than 100 em- 
ployes in military service, has or- 
ganized a “relief fund” trust under 
the terms of which former employes 
who cannot be reemployed within 
30 days of their discharge from the 
armed services will receive a sum 
of money from the trust for six 
months, which is estimated to be 
large enough to permit them to 
maintain themselves. The trust will 
also take care of disabled veterans 
during the period, if any, until they 
are provided for by the government. 


WANTED... 


Man or woman experienced in time 
buying and general radio dept. routine 
wanted by large southern agency. 
This is real opportunity and chance 
to prove executive ability for right 
person who is capable of keeping 
ahead through initiative and per- 
formance. Secretarial experience help- 
ful. Send complete details of experi- 
ence, education, draft status, etc, in 
first letter. Write Box 4033, Adver- 
tising Age, Chicago. 


BUT IT DID: 


both reader and advertiser. With MODERN 


The day never could come for the publishing 
business when white pages... gleaming vistas 
of pulp and chalk... fraught with great poten- 
tials for profit to advertiser and reader...would 
not be available to responsible manufacturers 
— but come it did! 


MODERN PACKAGING and MODERN PLAS- 
TICS, together with most other publications, 
find themselves faced with the necessity of 
either rejecting valued orders for space or 
materially reducing the volume of editorial 
content and thus minimizing their worth to 


PACKAGING and MODERN PLASTICS, alike, 
good reporting and usefulness to their respec- 


tive Industries come first! 


So long as MODERN PACKAGING and 
MODERN PLASTICS are printed, the primary 
purpose will be to give full consideration to 
the needs of those advertisers whose messages 
have been carried the longest within their 
covers—those who, through the years, have 
been and continue to be the most loyal sup- 
porters in the great Industries we both serve. 


CALDW 
Tribune Tower, Chicago 
SUPerior 8154 


ELL LETTER SHOP 
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- Private Lines 


OPA is considering limiting the 
sale of canned baby foods to bona 
fide parents. Reason is that point- 
wise wives have been filling their 


and jars of strained spinach, prunes, 
liver pastes and other tiny tot deli- 


cacies. 
ws we * 


Brewers are now considering fol- 
lowing the lead of the distillers by 
rationing sales of their product to 
dealers as the result of the recent 
WPB malt limitation order. 

* * ok 


Facing a possible curtailment in 
its domestic budget in hearings 
before the House ways and means 
committee, the Office of War Infor- 
mation is giving a “green light” to 
the Graphic Arts Victory Committee 
as a focal point for contact with 
printers. Organized originally to 
promote the sale of printing, the 
GAVC is in a position to make 
OWIl’s printing and lithographing 


" Buffalo's ' 
Most — 
Powerful | 


Transmitter 
Plant 


GIVES 


WGR 


BUFFALO'S LARGEST 
REGIONAL COVERAGE 


5000 WATTS BY DAY 
1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 


. ib ‘ 
i 550 K. Cc. 
ee 
a ey 33 9 “9 
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BUFFALO 
BROADCASTING CORPORATION 


poster and direct mail needs known 
to private industry in much the 
same manner as the Advertising 


'Council has advised private indus- 
pantries with the one-point cans | 


try of space and time needs. 

GAVC has the blessing of August 
E. Giegengack, public printer, who 
has been under the fire of small 
printers, country newspapers, and 
rural Congressmen because the 
printing not handled by GPO has 
gone to the lower-cost, rapid-pro- 
ducing “big plants” like Western, 
Cuneo, Hall, Donnelley, Stern and 
Forbes. Giegengack feels that local 
war tie-ins by retail and regional 
advertisers may help keep the small 
shops in business. GAVC is backed 
largely by printing equipment and 
printing ink manufacturers. Paper 
makers, faced with rationing, have 
stayed out. The Graphic Arts group 
completely ignored the Advertising 
Council in its victory campaigns 


book, a hangover from the old 
point-of-purchase vs. advertising 
feud. 

K ok 


If you’re following distribution 
practices, you'll be interested to 
know that milk distributors in all 
major cities—except New York and 
Chicago—are now operating on an 
every-other-day system. This re- 
sults in economies of about 40% in 
mileage, but generally less than %4 
of a cent in price. 

m at 


It’s rumor now, but look for a 
new OPA order affecting drug 
|items. Packaged goods will be an 


| important subject, and price regula- | 


tions will have definite marketing 
implications. 

OPA chiefs would like to know 
the source of leaks about point in- 
formation. May point arrange- 
ments are being conducted in strict- 
est secrecy, since OPA officials 


| believe that there were plenty of 


advance tips 
schedule. 


on April’s revised 


m: bs us 
Washington’s marketing men are 
puzzled over the OPA order which 
permitted manufacturers of 5-and- 
10 cent retail cosmetic items to con- 
,tinue temporarily sale of these 
' products “under usual brand names 
and prices” despite a change in con- 
tainers. The container costs have 
| been reduced but fractionally, and 
(that “brand names and _ prices” 

| clause has some people worried. 
a * * 


The economy axe is whistling 
over the heads of many government 
agencies, and quiet feelers are being 
put out by many men in Washing- 
ton to private industry. It’s possi- 
ble that, alongside the great flood 
of immigrants to the capital, a 
quieter, smaller stream of emigrants 
| will soon flow. 


Hh 


| The press release vs. advertising 
|copy feud continues to cause some 
| bad feeling in government agencies. 
|In at least two instances, the situa- 
tion is so bad that advertising men 
are thinking about other jobs. In 
such cases, the advertising men are 
invariably outnumbered by the 
mimeograph magicians. 


Searle Is KGO Manager: 
Jud Woods Advanced 


Don Searle has 

| been appointed 
| general manager 
of Station KGO, 
San Francisco 
outlet of the Blue 
Network. 

Mr. Searle 
comes to his new 
post from Oma- 
ha, where he has 
been general 
manager of Sta- 
tion KOIL as 
well as of KFAB 
and KFOR, Lin- 
coln. Jud Woods, 
who has been Lincoln manager of 
the stations, takes over Mr. Searle's 
duties as general manager. 


Don Searle 


Consolidated to Agency 

Consolidated Hair Goods Com- 
pany, Chicago, has placed its ac- 
count with Malcolm Howard Adver- 
tising Agency, Chicago. Arthur M. 
Holland is account executive. First 
product of the company, which 
makes beauty shop and drug trade 
items, to be given extensive pro- 
motion will be Fij-oil, a soapless 
shampoo, for which a test radio 
campaign is being launched in se- 
| lected markets. 


WARTIME SUBSTITUTES HIGHLIGHT ANNUAL PACKAGING AWARDS 


> Gum 
Wrpentine 


- ¢ nord si 
PIURM WINDOWS == 


RPRTY OWENS FORD QUALITY & 
WA F 


| These are among the packages voted outstanding by judges in the annual All-America Package Competition sponsored by Mod- 
| ern Packaging. Package producers and product makers represented in this group include: F. N. Burt Co.; Axton-Fisher Tobacco 
| Co.; Reynolds Metals Co.; Colgate-Palmolive-Peet Co.; Bayer Co.; Carter's Ink Co.; Turpentine and Rosin Factors, Inc.; RCA 
| Victor Division (at bottom, left); Sun Oil Co.; Schenley Distillers; and Libbey-Owens-Ford Glass Co. (Details of the awards, 
| announced last week, appear on Page 18.) 


ALFRED H. MESSING 


| Poughkeepsie, N. Y., March 30.— 
| Alfred H. Messing, former pub- 


Schnitzer Resigns Chadwick in New Post 


Bernard B. Schnitzer has resigned| F. Gordon Chadwick, art director 
as advertising and sales promotion jof the Honolulu Star-Bulletin for 


| lisher of the Chicago Herald &| manager of Hastings Clothing Com-|the past 12 years, has been appoint- 
Examiner, died yesterday at the age | pany, San Francisco and Oakland, |ed public relations supervisor of the 
of 67. From 1922 to 1939 he was | effective April 15. Previous to his|Mutual Telephone Company, Hono- 
president of Peck Advertising| Hastings connection, Mr. Schnitzer | lulu, in charge of advertising, public 
| Agency, New York. was, sales and advertising manager|and employe relations. Mr. Chad- 
aoe of Corsetry, Inc., and director of | wick was formerly with the Paraf- 
_GARCIA D. INGELLS | publicity and advertising of Flexees, | fine Companies and several adver- 
| Muskegon, Mich., March 30.— Inc. 'tising agencies in San Francisco 


| Garcia D. Ingells, export advertis- 
|ing manager of the tractor division 
of Allis-Chalmers Mfg. Company 
|for the past 15 years, died in a hos- 
|pital here March 22. 


.E. CLAUDE ROGERS 


Rochester, N. Y., March 30.—E. 
Claude Rogers, president of E. C.| 
Rogers Advertising Agency here, 
died yesterday following a brief ill- 
ness. He began his career on the 
Philadelphia Press, where he estab- 
lished what is said to have been the 


first newspaper advertising copy 

department. He set up a similar 

department for the Washington 

Times, of which he became adver- | 

tising manager and later business 

manager. Later Mr. Rogers was 

made publisher of the Rochester , ; "7 
Sunday American and Evening os A ' ‘ . 
Journal, which he left to establish ; . oi? . 

his own advertising agency. > 


J. EDWIN MURPHY | 


mv oe MIRACLES STILL HAPPEN 


Murphy, vice-president of A. S. 
aes mages publisher = “— priorities ceilings blackmarkets — their promotions sing... value out 
AMIPSPSts, SNS MANAGE Cw O rationing—inflation and rising costs not all proportion to cost... a genuit 


the Sun for 20 years before his re- 
tirement in 1939, died yesterday in 
Orlando, Fla. 


ROY J. HORNER 
Los Angeles, March 30.—Roy J. 
Horner, production manager of The 
McCarty Company for the past 19 
years, died last week. 
—— | 
Rejoins Engraver 
Emmett G. Faulkner has rejoined | 
the sales staff of Collins & Alexan- 
|der, Inc., Chicago photo engraver, 
after an absence of several years. 


withstanding MIRACLE today! .. . 


Clip this ad to your letterhead and lea 
why DuPont, Coca Cola, Bulova Wat 
Warner Bros., Chicago Tribune and mar 
others use EYE*CATCHERS 


EYE* CATCHERS, INC. 


Your dollar still buys many times its value. 
Sales promotion pepper-uppers . . 
prints or mats... 
month . . . gold mine of ideas for crafts 
men with imagination . . . and 
cerns who can afford $5 a month to make 


. glossy 
100 new subjects every 


for con 10 €. 38 st 
New York 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


O90 BAY STRErT ORONTO 


REGINA CALGARY 


AGVERTISCING MERCHANDISING 


TORONTO MONTREAL WINNIPEG EOMONTON vancouver 
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Sales Promotion, 
Direct Mail Push 
‘Reader's Digest’ 


(Continued from Page 1) 


inces of Canada, in New England, 
in the French colonies, and even- 
tually on the mainland of Europe. 


Idea’s Soundness Proved 


When the members of the maga- 
zine’s business department analyze 
its success, they bow to Mr. Wal- 
lace’s original editorial idea of “An 
article a day—of enduring signifi- 
cance, in condensed, permanent 
booklet form”—to a philosophy of 
public service and sharing earnings 
with contributors and other pub- 
lishers—and to a sound program of 


testing interest through a continu- | 


ing study of readership. 

Their job, they insist, is merely 
one of enabling an ever-widening 
circle to “discover” the editor’s 
product. The proved editorial con- 
tent assures that a high percentage 
of first readers become regular fans. 
(A recent L. M. Clark, Inc., survey 
revealed that a large percentage of 
those who purchase single copies 
from store counters, buy regularly 


from the same display. And the| 


subscription renewal rate is higher 


than that of most general maga- | 


zines, comparable to that of many 
business papers.) 
Circulation techniques and policies 


vary little from those of other suc- | 


cessful mass-circulation magazines. 
Although commissions are allowed 
to “community representatives” on 
original subscriptions and renewals, 
emphasis is on “free purchase”. . . 
on direct-by-mail and newsstand 
sale. There are no boy carriers. 
Mail subscriptions, virtually the 
entire distribution in the 20’s, are 
still the foundation of Digest circu- 
lation. 

Carrying no advertising, except 
in the Spanish and Portuguese edi- 

ns, the publication is one of the 


REPRESENTATIVE 
AVAILABLE 


Unusual circumstances make available 
well-known advertising space repre- 
sentative in middle west. Have excel- 
lent connections all important indus- 
tries, railroads, air lines and advertis- 
ing agencies. Was western representa- 
tive of national publication for many 
years and have always been either the 
top or number two producer, 


Box 2360, 
Advertising Age, Chicago 


| checked 


HOW TO BOOST CIRCULATION 


1S YOUR COUNTER A 


WAR ORPHAN? 


Make this a Reader’s Digest Profit Spot 


The Reader's Digest will help you 
recapture profits lost from products 
that have gone to war. You'll find this 
popular magazine an easy way to 
build new customers and keep up your 
sales volume of other products, too 

Because it's the world's largest sell- 
ing magazine, The Reader's Digest ” 
offers opportunities for sales un- 
matched by many of your leading 
items. It gives you quick turnover at 
high profits. 


FREE! Special Reader's Digest racks to Gill 
your needs. Wh-ther or not you now handle the 
Digest. mail co.00n for valuable information on 
HOW TO DISPLAY AND SELL 


Readlerts Digest 


KP J 
<j 
“~S : A 
The same ix true of profits on The Reader's Digest compared with many 
other popular items 
you can no longer sell. It « 


Surveys* made in stores throughout the country prove that . . . 


1S GREATER THAN THE PROFIT ON MOST LEADING BRANDS 
Sing pe, OF ANY OF THESE DRUG STORE ITEMS ("” “-Ner) 


Let Reader's Digest fill in those gaps of merchandise 
un be one of your leading profit makers 


“Audit Bureaw of Sale 


Reader's Digest Association, Dept. DT-1 
Pleasant ville, New York 
Mews 


> 
z 
bere ermenesaesenamanand 


This copy in the March 8 Drug Topics and March American Druggist are typical 
of The Reader's Digest's newest merchandising drive to place display racks at 


the ‘impulse purchase’ spot next to the cash register. 


Copy in the series points 


out that two million copies of every issue are bought from stores and newsstands 
and that 72% of these buyers come back for the Digest every month, according 


to a survey by L. M. Clark, Inc. 


Batten, Barton, Durstine & Osborn is the agency. 


advertisers 
Some of its best, tested 


big direct-by-mail 
the nation. 


of | promoted with other magazines. 


Copy students will find nothing 


circulation mailings go to from five| unusual about the Digest’s circula- 


to seven million prospects. 

Lists are purchased through the 
normal channels available to other 
publishers. A 10% sample is first 
checked against the list of subscrib- 
ers to determine the amount of dup- 


lication. Then a random sample of 
the unduplicated names is tested 
with a “control” mailing. When a 


list is purchased, every name is 
against the lists of sub- 
scribers and prospects, an expensive 
process used by only one other large 
publisher. This assures that no 
subscribers are irritated by being 
asked for orders when they are 
already on record as readers. 

No premiums (other than an an- 
thology of outstanding past articles) 


are offered, and no club offers are 


Pontiac's thousands of in- 
dustrial workers have plenty 
of money to spend—and to 
buy war bonds for future 
purchases! 


Payrolls in huge Pontiac 
plants producing a billion 
dollars in war materials ex- 
ceeded $50,000,000 last 
year. January and February 
totals were 26% greater 
than a year ago! 


Here is a top Michigan 
market to cultivate now for 
present and post-war sales! 


ALL-TIME HIGH 
IN HOME COVERAGE 


37,509 


PONTIAC Daily PRESS 


MICHIGAN 


PONTIAC 


| 
| 


| condensation 


tion letters. 
and always simple. But they are 
packed with tested selling strata- 


| 
| 


| 


} 


| Profit.” 


| 


| 
| 


They are usually long,| schoo] editions is sufficient testi- 


gems. 
Here are some of the benefits 
listed in one recent mailing that) 


tells “What the Reader’s Digest 
Does for You:” 
“It saves your time. . . It saves 


your money. It provides sheer 


enjoyment. It helps you. . . It 
broadens your cultural horizon, 
enriches your conversation. It 
makes odd moments valuable... It 


continues your education.” 


The last 12 issues, according to a} 


recent mailing, printed 398 articles 
from 275 separate issues of 87 lead- 


The same three articles were ad- 
vertised in radio spot announce- 
ments and in newspaper advertise- 


ments placed by Batten, Barton, 
Durstine & Osborn. 
Such promotional efforts have 


been large in scale, but not out of 
proportion to the size of the maga- 
zine’s audience, which now pene- 
trates to every income level, and 
equally to men and women. 


Active in Education Field 


Of much greater interest to the 
editors and business managers have 
been the publication’s educational 
efforts. A non-profit Braille edition 
is published by the American Print- 
ing House for the Blind, a govern- 
ment-endowed institution in Louis- 
ville. Because only one blind per- 
son in four can read Braille, a 
phonograph edition is distributed 
from 27 regional libraries. A year’s 
issue requires from 100 to 120 rec- 
ords, playing 20 minutes on a side. 

Every year the editors offer a 
year’s subscription and a certificate 
to the valedictorian of each gradu- 
ating class in the senior high schools 
of the United States and Canada. 
Gift subscriptions are sent to prison 
libraries, and to several thousand 
prisoners. A_ program - planning 
service was inaugurated in 1939, 
and 20-page discussion guides are 
mailed to a widening circle of wo- 
men’s clubs, youth organizations 
and other forum groups. 


Issues Special School Edition 


More than 800,000 junior and 
senior high school and _ college 
students, and 30,000 teachers re- 


ceive special school editions at half 
price. These contain a_ special 
16-page insert on remedial reading, | 
headed “Reading for Pleasure and | 
The section, prepared by 
L. Persons and Stella S. 
Center, directors of the Reading 
Clinic of New York University, 
includes study outlines, and tests of 
reading speed, comprehension and 
vocabulary. The circulation of these 


Gladys 


monial to the value placed on them 
by teachers. 

Although all of these services and 
circulation methods have exposed | 
millions of people to the Digest, | 
surveys reveal that there are still | 
millions more who have never read 
a copy. 

A constantly expanding editorial | 


staff, top payments to authors of 
|reprinted and original material, | 
continuing editorial research, and | 
continuing copy and market re-| 
search are laying a foundation for | 
higher domestic circulation and) 
worldwide distribution after 7 
war. 


ing periodicals, and from 43 out-| 


standing books. 
Heavy emphasis is placed on the 
of 


“A Book Each! 


Month,” and the editors report, in| 


the April issue, that seven of the 
ten “best” non-fiction books of the 
year, selected by the Book of the 
Month Club’s poll of 201 newspaper 
and magazine reviewers, were con- 
densed by the Reader’s Digest. 


Mailings Feature Testimonials 


Testimonials are not overlooked. 


|Walter Dill Scott, president-emeri- 


i'tus of Northwestern University and 


pioneer in advertising psychology, 
terms the magazine “A University 
in Miniature.” H. L. Mencken ex- 
pressed “embarrassment” because 
the editors had condensed an 
American Mercury article of 4,500 
words to 1,500 words with “not an 
idea missing.” Cornelia Otis Skin- 
ner tells how she can read three or 
four articles on the way to a party 
and arrive “sparkling with infor- 
mation.” 

“Names” alone do not suffice. A 
clergyman, a mother, an _ airline 
stewardess, a clubwoman, a sales- 
man and a war worker add their 
testimonials and their pictures to 
the story. 

A tremendous factor in the maga- 


|zine’s growth from the modest cir- 


culation ofthe 20’s has been dis- 
plays on newsstands, and more 


recently on the counters of pharma- | 


cies and other retail outlets. 

One of the business staff’s few 
trade secrets is the method of pre- 
testing the appeal of the articles in 
each issue. The bright jacket that 
banded each copy before paper ra- 
tioning always displayed what this 
method indicated to be the top three 
articles of interest in each issue. 


In March, for example, a “Mili- | 


tary Insignia Guide” from News- 
week ranked first in appeal, Rev. 
Harry Emerson Fosdick’s book, “On 
Being a Real Person,” second, and 
a Variety feature on the late Harry 
Houdini, third. 


Today’s executive editorial staff | 
includes former editors of Business | 
Week, Century, Review of Reviews, | 
and Scribner’s. The roster of “rov- | 
ing editors,” who contribute ideas | 
and signed articles, includes such | 
established names as Paul De Kruif, 
Max Eastman, William Hard, Stan- | 
ley High, J. P. McEvoy and Wil-} 
liam L. White. Mr. White, son of 
the “sage of Emporia,’ wrote both 
his best seller, “They Were Expend- 
able,” and his latest entrant, | 
“Queens Die Proudly,” on assign- | 
ment from Pleasantville. Alexander | 
Woollcott was on the masthead | 
until his death in January. | 


Double Enrichment 


Featuring a double vitamin B, 
enrichment in its bread, an aggres- | 
sive newspaper campaign has been | 
launched by Freihofer Baking Com- | 
pany and Wm. Freihofer Baking 
Company, Philadelphia, throughout 
territories served in Pennsylvania, 
New Jersey, Delaware and Mary-| 
land. Comparisons are made with} 
the vitamin B, content of rationed | 
or scarce foods such as meat and 
canned goods. 

Richard A. Foley Advertising | 
Agency, Philadelphia, is in charge. | 


| 


| 


Women’s Coat Maker 


Urges Restrained Buying 


Morris W. Haft & Brothers, New 
York, maker of Swansdown wo- | 
men’s coats and suits, believes it is | 
setting a precedent in the women’s 
wear field with spreads in the April | 
issues of Charm, Glamour and 
Mademoiselle, introducing two new 
styles, but urging that they be pur- | 
chased only by those in real need 
of this type of clothing. Sterling 
Advertising Agency is in charge. 
“If you need a new suit or coat 


we suggest you see these styles,’ | 
the copy says. “If you do not, 


please do not buy one that may be 
needed by somebody else. Buy a 
war bond instead.” ' 


Stanford and KPO Offer 
Joint Courses in Radio 

Practical training in radio will be 
offered to 100 selected students in 
the Stanford-KPO Radio Institute 
to start June 17, with university 
instructors and KPO staff members 
doing the teaching. Courses in 
writing, producing, acting, announc- 
ing, public service and control room 
operation will be included in the 
eight-week course. 

The jointly-sponsored course is 
the third to be announced by Na- 
tional Broadcasting Company for 
the summer. Similar sessions will 
be held in Chicago in cooperation 
with Northwestern University, and 
in Hollywood with the University 
of California at Los Angeles. 


Northwestern Renews Ross 


The Chicago and Northwestern 
Railway Company has renewed the 
Norman Ross program, heard daily 
except Sunday over WMAQ, Chi- 
cago, from 7 to 7:55 a. m., for an- 
other year. The program is now 
completing its sixth year. 
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New $350,000 Transmitter Plant 


; BUFFALO 
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ADVERTISING AGE 


Something Newer — 
Has Been Added: 
It's Apple Juice 


(Continued from Page 1) 


boiled down from apple juice, devel- 
oped by the United States Depart- 
ment of Agriculture in cooperation 
with cigaret makers and tobacco 
growers. 


Replaces Glycerin Moistener 


It has the moistening properties 
of the slice of apple that is a 
familiar adjunct of many a pipe 
smoker’s humidor, but not all of the 
staying-power of the glycerin mois- 
tener that must be abandoned to 
assure plenty of smokeless powder 
for Army and Navy guns. 

Reluctant, as are all cigaret mer- 
chandisers, to disclose either pro- 
motional plans or secret formulae, 
Lorillard placed the announcement 
in the same full list of newspapers 
that has carried the largest space 
and most frequent schedule of Old 
Gold advertising since the famous 
$200,000 and $250,000 prize anagram 
contests of 1937. It is expected that 
a heavy magazine list and intensive 
promotion via network radio and 
spot baseball broadcasts will con- 
tinue. 

Still present, but buried, in the 
layout is the familiar boxed slogan 
of “Lowest in nicotine—Lowest in 
throat-irritating tars and resins—As 
shown by unbiased, independent, 
unsolicited tests of 7 leading cig- 
arets—made for Reader’s Digest’ 
that has taken the heaviest ride of 
any Old Gold theme in history. 


Continue Latakia Slogan 


Also tucked away in a display 
line is the slogan, “Same fine to- 


baccos — including Latakia — No 
change in taste!”’ 
Latakia is the pipe-smoke _in- 


gredient that was the “secret” addi- 
tion to Old Gold plugged in the 


The rates for this department 


with order. 
$2.75; 1 to 3 in., $4.75 per inch. 


The Advertising Market Place 


“Positions Wanted,” “Representatives Wanted,” and “ 
tives Available,” 30 cents a line, minimum charge $1. 
All other classifications (single insertion rates): % in., 


are as follows: “Help Wanted,” 
epresenta- 


Terms cash 


POSITIONS WANTED 
Copy from California? 
Business papers or magazines want- | 
ing editorial work done in California | 
on assignment, part, or full time ba- 
sis can make profitable arrangement 
with experienced writer and editor 
who is locating on West Coast. Write 
now to 
Box 4039 ADVERTISING AGE, Chego. 
COPY WRITER—CONTACT MAN 
Agency, mail order, direct mail expe- 
rience. Rough layouts. Versatile 
writer. Handled wide range of prod- 
ucts. Now adv. mer. of AA-Al mfr. 
Age 41; draft status 4H. 
Box 4038, ADVERTISING AGE, Chgo. 
Publicity 
Experienced man. Newspaper and 
magazine background. Successful rec- 
ord in clean, creative publicizing of 
accounts. Draft exempt. 

Box 4035, ADVERTISING AGE, Chgo. 
REPRESENTATIVE AVAILABLE 
Chicago Publishers Representative 
serving outstanding ABC Business 
Paper can handle another magazine. 
Maintains complete office facilities. 
Box 4037, ADVERTISING AGE, Chgo. 


_ HELP WANTED 


WANTED — Quality man as Special< 
Field Representative contacting and 
interesting executives in subscribing 
to leading business paper. 
Expenses—Salary—Bonus 
Unusual promise in well-established 
organization for good salesman. Ad- 
dress Box 4041, ADVERTISING AGE, 
Chgo, giving experience (circulation 
and advertising sales, ICS, Alexander 
Hamilton, etc.) age, draft status, etc. 
WANTED 
Sales Promotion and Advertising as- 
sistant in midwest Life Insurance 
organization. Duties—help in prep- 
aration of bulletins and contest mate- 
rial, assist in editing house organ. 
An ideal spot for an ambitions young 
fellow who learned his theory out of 
textbooks and now wants to make 
practical application of it. Send full 
details including draft status. 
Box 4040, ADVERTISING AGRE, Chego. 
SALESMAN WANTED 

An old established trade publishing 

firm is interested in a sober and am- 


bitious sales representative to con- 
tact advertisers and agencies in the 
New York and eastern territory. 


« He must have experience in selling | 
space. Character and ability refer- 


“Something New Has Been Added” 
campaign. 
Both the Reader’s Digest and La- | 


ences will figure in applicant's favor. | 
Give age, experience and references | 
in first letter. | 

This position pays drawing, travel- 
line and office expenses. 

Excellent opportunity § for right 
man. All applications will be treated 
confidentially. 

Box 4034, ADVERTISING AGE, N. Y. 


Advertising salesman to represent 


established marine publication. Expe- 
rience with trade papers tuffalo, 
Cleveland, Pittsburgh. 


Box 4042, ADVERTISING AGE, N. Y. 


| Box 4015, 


| Versatile editor for small ABP paper 
lin food field. 


HELP WANTED 


Copywriter with engineering back- 
ground who can write catalogs, 
service manuals, technical advertise- 
ments, wanted by Mid-West Advertis- 
ing Agency. Write in care of: 

Box 4036, ADVERTISING AGE, Chgo. 
SALESMEN WANTED 
Advertising salesmen now selling 
space in Magazines, etc., to solicit 
space-distribution contracts on adver- 
tising book matches for nationally 
known book match mfr., in spare time. 
Unusually fine sideline opportunity 
for men contacting national accounts 
or local accounts advertising on a 
large scale, 15% commission. Write 
for details today, and tell us about 

yourself. 

Box 3971, ADVERTISING AGE, Chgo. 

COPYWRITER 
For Essential Industry 

Are you looking for a spot where you 
can contribute to the War Effort and 
still work full time at the job you 
know best? This leading manufac- 
turer supplies Industrial and Business 
Control Systems vitally needed today. 
You'll be writing direct mail cam- 
paigns, literature, information service 
publications, Your copy will be read 
by top business executives. Govern- 
ment and military officials. You'll have 
a good job now and bright post-war 
prospects ... If you can take hold 
quickly and follow through on your 


|} own. Good salary. Nice gang to work 


with. Plenty of chance to work your 
own way. Send complete details, in- 
cluding draft status. No samples 
needed yet. Write to “J. L.” ... The 
2 apa Register Company, Dayton, 
Ohio. 
ADVERTISING COPYWRITER 

Well established, progressive adver- 
tising agency, nationally recognized 
for its sound marketing plans and ef- 
fective creative work, has an attrac- 


| tive onening for draft exempt man or 


canable young woman. 

If you are “on the way up” and can 
write interesting, sales minded copy, 
vou will welcome this opportunity to 
develop into a “key member” of our 
organization. Business, though varied, 
is mostly agricultural, Location: mid- 
western city of moderate size. 

Send picture and complete qualifica- 


tions to—- 
ADVERTISING AGE, Cheo. 


located in Chicago. 


Box 4044, ADVERTISING AGE, Chgo. 


| Stenographer and assistant to busi- 


ness paper editor; some _ writing: 
should know mechanics of getting out 
paner: give experience and salary re- 


| cuirements. 


Box 4048, ADVERTISING AGE, Chgo. 


PHOTOGRAPHY 


PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in the 
’. S. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures, 
kodachromes all subjects, Free-Lance 
Photographers Guild, Inc., 219 E. 44th 
St.. New York City. 


takia drives have been cited in a 
pending Federal Trade Commission 
complaint, which will be hotly con- 
tested by Lorillard. 


Huge Sales Rise 


Although cigaret sales statistics 
are closely guarded, the heavy pro- 
motion of the Reader’s Digest test 
has been credited with boosting Old 
Gold sales at least 50% above the 
six billion rate estimated by indus- 
try authorities in 1941. ADVERTISING 
AGE reported Aug. 10 that unpro- 
moted sales through vending ma- 
chines had increased from 55% in 
some cities to 300% in New York 
City, where Old Gold sponsors the 
WHN-Brooklyn Dodger broadcasts 
by Red Barber and Alan Hale. The 
national boost in 1942 sales was not 
believed large enough to displace 
fifth-place Raleighs, or even dent 
the big four, Camel, Chesterfield, 
Lucky Strike and Philip Morris. 


I Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
3 Record Pass-Along 

4 Least Duplicated Audience 

5 41% Higher Editorial Readership 
@ Moves with the Payrolls 


| FTC 
| Digest turned its editorial barbs on 
|“Cigaret Ad Fact and Fiction.’’) 


(All but Chesterfield have faced 
citation since the Reader’s 


Substitute moistener and promo- 
tional plans of other cigaret compa- 
nies are almost “military secrets,” 
but tobacco trade sources are doubt- 
ful whether the supply of apple 
juice and distilled apple syrup can 
be developed rapidly enough to pre- 
vent a slump in cigaret production, 
with accompanying advertising 
repercussions and possibly ration- 
| ing. 

Before the WPB order to conserve 
|glycerin for explosives the tobacco 
companies had contributed substan- 
tially to the WPB salvage division’s 
fats salvage drive, bankrolled pri- 
|}marily by the major soap compa- 
| nies. 

J. Walter Thompson Company 
directs Old Gold advertising. 


Wood to West-Marquis 
Calvin D. Wood, formerly media 
}director and copywriter of Bu- 


Cox Quits Civilian 
Supply Job, Joins 
Credit Institute 


Washington, D. C., March 31.— 
Reavis Cox, formerly director of 
the services division of the Office 


search in consumer instalment sell- 
ing under an arrangement with the 
Retail Credit Institute of America. 

Mr. Cox, who was granted leave 
from his post as marketing profes- 


ministration and Civilian Supply in 
1941, has made arrangements with 
the university to extend his leave. 


circles and at present is editor-in- 
chief of the Journal of Marketing 
of the American Marketing Associa- 
tion, previously serving as manag- 
ing editor. He will begin his new 
connection immediately, and will 
have his headquarters in Washing- 
ton. 


Walter Brown Joins 
Byrnes’ OES Staff 


Walter Brown, vice-president and 
general manager of the Spartan- 
burg Advertising Company, Spar- 
tanburg, S. C., has been granted an 
indefinite leave of absence to join 
the staff of James F. Byrnes, direc- 
tor of economic stabilization. 

Roger Shaffer, assistant general 
manager, will take over Mr. 
Brown’s duties in the company, 
which owns and operates Stations 
WSPA and WORD. J. W. Kirk- 
patrick continues as station man- 
ager at WSPA and G. O. Shepherd 
as manager of WORD. 


Joins Edison 
Dorothy Feris, formerly with 
Norris-Patterson Ltd., Toronto, has 


chanan & Co., has joined West- 
Marquis, Inc., Los Angeles, as ac- 
‘count executive. 


joined Thomas A. Edison Ltd., To- 
/ronto, in charge of advertising and 
sales promotion. 


sor at the University of Pennsyl- | 
vania to join the Office of Price Ad- 


of Civilian Supply, War Production | 
Board, will head a program of re-. 


He is well known in marketing 


se 


GOLDBLATT BROADCASTS "KEY TO HAPPINESS: 


nn 4 4 " , 


1: i —__ a 
"Your Key to Happiness," inspirational radio series sponsored by Goldblatt Bros, 
department stores, Chicago, will be aired over Station WGN four evenings a week 
starting April 5. Looking on as Nathan Goldblatt, general merchandising man. 
ager, signs up are (left to right): William Futterman, Goldblatt sales promotion 
manager; Harold M. Sherman, radio philosopher who will be featured; H. S. Van. 
derbie, Vanderbie & Rubens, advertising counsel for the program; J. G. Wilson, 
general manager of Goldblatt's; Earl Nelson, account executive of the agency: 
William A. McGuineas, sales manager, and George Harvey, assistant sales man. 


ager of 


WGN. 


Royal Scarlet 
Features Ration 


Guide in Drive 


New York, March 31.—R. C. Wil- 
liams & Co. today placed 980-line 
rationing guide advertisements for 
its Royal Scarlet foods in a list of 
about 21 newspapers including those 
in metropolitan New York, the 
Macy-Westchester group and half 
a dozen out of town cities. 

“How to Feed Your Family 
Under Point Rationing’ headed the 
advertisement, which carried a full 
week’s menu of breakfasts, dinners 
and suppers running from April 4 
to 10, inclusive, in table form across 
the center of the advertisement. 

Underneath each day’s menu was 
the number of blue and red points 
required for feeding four people. A 
sub-table carried a list of all ra- 
tioned meats and gave the number 
of points per pound value of each. 

The week’s menu was planned by 
Bertha M. Becker, nutrition special- 
ist and home economist, who will 


—. 


plan future meals under point ra- 
tioning for successive advertise- 


ments to appear regularly each 
week through April. 
Alley & Richards, New York. 


handles the account. 


Woodworth, Suprex 
Name Brooke, Smith 


Brooke, Smith, French & Dor- 
rance, Detroit, has been appointed 
to handle advertising of N. A. 
Woodworth Company and Suprex 
Gage Company, Ferndale, Mich. 

The Woodworth company pro- 
duces precision aircraft engine 
parts, and Suprex makes high-pre- 
cision gages, taps and form tools 
N. A. Woodworth, president of both 
companies, is the founder of the 
Ex-Cell-O Corporation, of which he 
was president until 1937. 


Ross Joins Wolff 
Ed Wolff & Associates, advertising 
agency, Rochester, N. Y., has ap- 


pointed Paul A. Ross, formerly of 
|\Shoe Form Company, Auburn, N. Y., 
to an executive position. 


Ly 
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Aer 
PRINTING 


Now...more than ever... 


YOU should 


ook to 


Fatthorn 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE —Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLEand MONEY by 
having Faithorn do the complete job. Only 
ONE contact and ONE order necessary. Let's 
get together. Write, or phone Wabash 7820. 


Faithorn Corporation 


AD-SETTING .- 


504 Sherman Street - 


ENGRAVING .- 
Phone Wabash 7820 - 


PRINTING 
Chicago, Illinois 
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plan Records of 
Flgin Morale Show 
for War Plants 


CBS Series May 
Become Production 
Spur in Factories 


Chicago, April 1.—Amid new 
honors heaped upon its public serv- 
ice radio series, “The Man Behind 
the Gun,” Elgin National Watch 
Company went forward this week 
with plans to extend to war plants, | 
via transcriptions, the program | 
which started out modestly as a) 
CBS sustainer. 

Only infrequently a radio show) 
designed as a public service feature 
fits—without change—into the plans 
of a commercial sponsor, but that is 
what happened in Elgin’s case. Ac- 
claimed by critics and selected last | 
week for one of the 1942 George 
Foster Peabody awards, the series 
being aired over 59 CBS stations 
Sundays at 10:30 p. m. EWT is prov- 
ing an effective medium for the 
watch manufacturer, whose plants 
are now fully converted to produc- 
tion of precision instruments and 
timepieces for the government. 

“The Man Behind the Gun” por- 
trays with unflinching realism the 
job American fighting men are doing 
on land, sea and in the air. The 
man behind the gun may be a Ma- 
rine hunting down Jap snipers in 
the jungles of Guadalcanal, an Army 
nurse on Bataan, a pharmacist’s | 
mate performing an emergency ap- 
pendectomy in a submarine while 
Jap destroyers overhead drop depth 
charges, or a gunner’s mate on the 
heroic cruiser Boise. 


Natural Tie-in 


The vital importance of accurate 
timing in all military operations | 
affords a natural tie-in for the com- | 
mercials, which emphasize the part 
Elgin instruments play in winning | 
™ battles and point out why the com-| 

pany is unable to manufacture) 
watches for civilians during the | 
war. 

Faced with a problem common to| 
many other firms—that of making | 
the maximum contribution to vic-| 
tory while maintaining the prestige | 
and good will of peacetime prod-| 
ucts—Elgin officials saw a golden) 
opportunity in “The Man Behind the | 
Gun.” As a Columbia sustainer, the | 
new war show had attracted favor- | 
able comment in radio circles and | 
won the favor of Army and Navy | 
authorities as a morale builder. 

An outstanding behind-the-scenes | 
feature of the program is the enthu- 
slasm it inspires in those connected 
with it, including author Ranald| 
MacDougall, producer William N. 
Robson, the actors, network officials 
and even sound technicians. This 
pride extends to the various stations 
carrying the show. One, for instance, 
circularized jewelers calling special 
attention to the program “which we 
believe is the finest on the air.” 
“The reason we call it to your atten- 
tion particularly,” the station ex- 
plained, “is because its sponsor is 
the Elgin National Watch Company, 


| whom you have done business 
in prewar days.” 


Records for Plants, Clubs 


eenly aware of the public serv-| 
features of the show, which it 
ted sponsoring March 7, Elgin | 
rking on plans whereby tran- 
tions will be made available to 
in war plants during rest pe- 
as a means of acquainting| 
loyes with the use our forces 
naking of the equipment turned | 
Sy American industry. The com- 
also foresees a possible de-| 

{1 for transcriptions from pa- 


( 


lic organizations and _= service 
A 

| al 

= a 

| ) | 


and not a care... 


«oe LITICOLN 


44th to 45th Street at 8th Ave. 
1400 Spacious Rooms with ‘9 | 

@ Private Bath & Radio tow 
John L. Horgan, Gen. Mgr. Cl 6-4500 


Special Rates fo Men in 
ion the Armed Forces 


cera 


In full pages in jewelry trade 


publications, Elgin merchandised the 


series to its dealers. Quoting favor- 
able comments from magazines and 
newspapers, the advertisement says 
in part: 

“You can be proud of this great 
show. It also tells vividly the story 
of Elgin’s war work —explains to 
your customers why, until victory, 
you will have fewer Elgins to offer 
them. Listen in, tell your friends!” 


Realistic Sound Effects 


The authenticity of the program 
is no accident. Robson and Mac- 
Dougall go straight to the source 
for their stories, sound effects, dia- 
logue and action. They have flown 
in Army bombers and dived in sub- 
marines. Whether they wish to 
reproduce the sound of orders trans- 
mitted over the bull-horn of an 
airplane carrier or the creak of the 


swival as parachute jumpers drop 
from a plane, they know what 
effects to demand from the sound 
men. 


With OWI for Time 


Robson was a CBS director before 
Pearl Harbor, after which he was 
drafted by the radio division of 
OWI, but CBS subsequently re- 
gained his services. He and Mac- 
Dougall are the same _ producer- 
writer team responsible for the 
“Twenty-Second Letter’ program 
which preceded their present show 
as a network sustainer last fall. 

MacDougall, now 26, has written 
newspaper features and radio plays 
since he was 18. He joined the CBS 
writing staff after his success as 
scripter of the effective “This Is 
War” programs. 

J. Walter Thompson Company is 
the Elgin agency. 


Montgomery Ward 
Sues Unions for 
$105,000 Damages 


Chicago, March 31.—In an un- 
usual step against printing trade 
unions it accuses of holding up its 
spring catalog, Montgomery Ward & 
Co. filed suit in superior court here 
yesterday, asking $105,000 damages. 

Naming 12 unions as defendants, 
the mail order house charged that 
they illegally induced members to 
stop work on the Ward catalog 
being printed last December at the 
Cuneo Press, plant and other print- 
ing houses. The unions unfairly 
took action against Ward, company 
attorneys claimed, although it was 
not a party to any labor dispute in- 
volving the unions. 


Asserting that the unions de- 
manded exclusive recognition and a 
form of closed shop with R. R. Don- 
nelley & Sons Company, which was 
doing part of the catalog work, 
Ward contended that such action 
was illegal under the national labor 
relations act since Donnelley em- 
ployes had not named the unions as 
their bargaining agents. The work 
stoppage, Ward further claimed, 
violated union contracts with Cuneo 
and the other printing companies. 


Liquor Copy Okayed 

House Bill 456, prohibiting the 
advertising of liquor on billboards, 
has been reported unfavorably by 
the judiciary committee of the Con- 
necticut state legislature at Hart- 
ford, and tabled for the calendar 
and rejection. 
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@ Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
100 EAST OHIO ST. @ CHICAGO 


ADVERTISING AGE is known far and 
wide as the power house for results in the 
advertising field. That's why it leads in vol- 
ume of advertising, number of accounts, 
number of exclusive accounts and number 
of insertions. 

But we are particularly proud of our abil- 
ity to get results for smaller advertisers, 
whose limitation of size or market makes it 
necessary for them to employ small space. 
And when we produce in a big way for an 
account like the Photochrome Colorprint 
Laboratory, we get just as big a kick out of it 
as if the advertiser were using full-page 
space. Actually, it has run a series of 5-inch 
single column ads, and Mr. Miller, whose 
letter is reproduced in this advertisement, 
tells us that the response from ADVERTIS- 
ING AGE included such leading adver- 
tisers and agencies as TWA, North Amer- 
ican Aviation, Lockheed, Douglas, Arm- 
strong Cork, Sunkist, Sharpe & Dohme, Kel- 
logg Corn Flakes, DuPont, Rand McNally, 
Foote, Cone & Belding, J. Sterling Getchell, 
etc. 

If you're looking for results in terms of 
direct response from the most important 


audience in the advertising field, here's the 
answer! 


330 W. 42ND ST. @ NEW YORK 
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Seagram Uses Full 
Length Movie as 
Travel Substitute 


New York, April 1—To overcome 
wartime transportation problems of 
its sales and advertising executives, 
Seagram Distillers Corporation has 
produced a full - length, full - color 
commercial motion picture titled 
“What’s In It for Me?” 

The film is currently being shown 
to audiences of distributors, dis- 
tributors’ salesmen and dealers in 
groups, from coast to coast. The 
cast includes Seagram’s executives, 
one of whom, Victor A. Fischel, 
vice-president in charge of sales 
and advertising, resorted to use of 
a large blackboard out of camera 
range carrying his part of the dia- 
logue. 

Giving a professional touch to the 
film are numerous Broadway and 
Hollywood actors and _ actresses, 
with music by Vincent Lopez’ or- 
chestra. 


Roy S. Durstine, president of Roy 
S. Durstine, Inc., agency for Sea- 
gram’s V. O., wrote story and dia- 
logue for the picture. 


Pennebaker Changes 


William B. Pennebaker, formerly 
with Campbell-Ewald Company, 
New York, has joined Sayre M. 
Ramsdell Associates, Philadelphia. 


Five Copywriters and 
Artist Added by Ayer 

N. W. Ayer & Son, Philadelphia, 
has announced the addition of five 
copywriters to its creative staff. 
They are Howard Wolf, former 
Guggenheim Fellowship holder, 
newspaper man, editor and column- 
ist; Robert M. Hodges, former news- 
paper editor and reporter and in- 
structor in journalism; N. Richard 
Nusbaum, 1940 Maxwell Anderson 
Drama Award winner; Marcella 
Jones, former retail copywriter; and 
Frank Caspers, former magazine 
managing editor. 

Richard D. Cummins, formerly an 
assistant art director and production 
manager, has been added to the 
agency’s art staff. 


Metropolitan Appointed 


Metropolitan Advertising Com- 
pany, New York, has been appointed 
to handle the’ advertising of Kieley 
& Mueller, Inc., North Bergen, N. J., 
manufacturer of engineered pres- 
sure and fluid control specialties. 
Business papers in the power, ma- 
rine, petroleum, plumbing and engi- 
neering fields will be used. 


Beacon Names Lamb 


Beacon Chemical Company, 
Philadelphia, maker of Zero, a new 
all-purpose cleanser, has appointed 
James G. Lamb Company, Philadel- 
phia, to handle its advertising. 


Alexander Smith 


Seeks Information 
Via Ad Contest 


New York, April 1.—A new type 
of survey, conducted by means of 
a prize contest in mational maga- 
zines, is being launched by Alex- 
ander Smith & Sons Carpet Com- 
pany, designed to learn what kinds 
of rugs and furniture the public 
will want after the war. 

American Home, Better Homes & 
Gardens, Bride’s Magazine, Good 
Housekeeping, House & Garden and 
House Beautiful will carry the ad- 


vertising announcing the contest, in 
|which a $1,000 war bond and 49 
other war bond prizes are being 
offered for the most interesting and 
complete letters on “How we hope 
to fix up our home after the war.” 

The contest has been announced 
to dealers through business paper 
advertising, and they are being 
urged to conduct their own local 
tie-up contests. Anderson, Davis & 
Platte is the Smith agency. 


WLEC Joins Columbia 


Station WLBC, Muncie, Ind., 
.has become affiliated with the Co- 
lumbia network, effective April 1, 
as a special supplementary station 


/available with the basic network. 


If they win 
..-only our dead 
are free These are our enemies. 


They have only 


one idea—to kill, and kill, 


and kill, until they conquer the world. 
Then, by the whip, the sword and the gallows, they will rule. 
No longer will you be free to speak or write your thoughts, to worship God in your own way. 
Only our dead will be free. Only the host who will fall before the enemy will know peace. 
Civilization will be set back a thousand years. 
Make no mistake about it—you cannot think of this as other wars. 
You cannot regard your foe this time simply as people with a wrong idea. 
This time you win—or die. This time you get no second chance. 
This time you free the world, or else you lose it. 
Surely that is worth the best fight of your life 
—worth anything that you can give or do. 


Throughout the country there is increasing need for civilian war serv- 


ice. To enlist the help of every citizen, the Government has organized 
the Citizens Service Corps as part of local Defense Councils. If there is 
no Defense Council in your community, or if it has not set up a Service 
Corps, help to organize one. If one exists, cooperate with it in every 
possible way. Write this magazine for a free booklet telling you what to 
do and how to do it. Join the fight for Freedom—now! 


EVERY CIVILIAN A FIGHTER 


Contributed by the 
Magazine Publishers of America. 


Britain Poised for 
Postwar Market 
Race, Says Abbink 


New York, March 30. — Great 
Britain is already jockeying for an 
advantageous position in the post- 
war marketing race, John Abbink, 
president of Business Publishers In- 
ternational Corporation, said here 
today at a joint meeting of the Ex- 
port Managers and Export Adver- 
tisers Associations. 

The United States may find itself 
still locked in the jaws of war with 
the Japanese when England throws 
off the Nazi menace, added Mr. 
Abbink. American business men 
should bear this in mind while forg- 
ing their postwar policies and at- 
tempt to circumvent any “jumping 
of the gun.” 

Recommending that Secretary of 
State Hull’s reciprocal trade agree- 
ments program be continued or im- 
plemented, Mr. Abbink cited the act 
as a symbol of “our disposition to 
share in postwar reconstruction.” 


Sees Unprecedented Demand 


Business should be busily em- 
ployed in preparing for an unpre- 
cedented demand in mill, farm and 
factory products and qualified ex- 
port experts should be called upon 
to fill Lend-Lease posts and other 
similar functions of government re- 
quiring a knowledge of foreign 
trade and economics, he said. 

Mr. Abbink listed eight “indi- 
cators” requiring concentrated 
thought and serious consideration 
in any plans for V-Day or the post- 
war period: 

1. Latin America will have tre- 
mendous potential buying power 
| when the United States pays off its 
| trade balance, expected to reach a 
/billion dollars by the end of the 
year. 
| 2. Additional dollars will follow 
the two billions already invested in 
Latin America for tropical develop- 
| ment. 
| 3. Latin America will have its 
| first Census of Industry stimulated 
| by the Coordinator of Inter-Ameri- 
can Affairs. 

4. Indications point to a shift of 


Latin America’s cultural ties from | 


a is to the United States. 
| tion of a Western Hemisphere Coun- 
cil was implied in Winston 
_Churchill’s reference to the creation 
of European and Asiastic Councils. 

6. This country has the largest 
| stock of gold the world has ever 
| known, a potent trade factor. 


to uncover hoarded foodstuffs when 
our armies landed. 


7. Russia will require at least a 


during the first two post-armistice 
years. 

8. China will undergo a tre- 
mendous development period after 
the war. 


HIRT ASKS DEFINITE 
POSTWAR FORMULA 


New York, March 30.—American 
business must present the govern- 
ment with a realistic postwar for- 
mula, Herman L. Hirt, assistant to 
the president, International General 
Electric Company, told the 23rd 
annual meeting of the Export Man- 
agers Club here today. 

Approximately 300 private firms 
have organized planning committees 
| to facilitate conversion from war to 
peace, with its new 
mands and reemployment problems, 
said Mr. Hirt. 

Normal trade outlets must be 
kept as much intact as _ possible 
since world trade even under the 
most logical system will be highly 
competitive. 

Industrial plants currently repre- 


ment investment, unless dismantled, 
should be turned over to private 
enterprise, he declared. Tax-free 
government enterprise should not 
be allowed to compete with taxed 
private industry, he added. 


Obtains Injunction 

Song Hits magazine has been 
jew arded an injunction handed down 
|by the New York Supreme Court 
restraining the Hit Parader from 
publishing its magazine in its pres- 
j}ent format. The plaintiff charged 
that the style, format, cover design 
and contents were copied by Hit 
Parader. 


billion dollars worth of equipment | 


U. S. leadership in the forma- | 


Only | 
gold induced North African farmers | 


product de- 


senting a 20 billion dollar govern- | 


——_ 


Farmers Are Asked 
to Relieve Ebbing 
Pulpwood Supply 


South Brewer, Me., Apri] | 


Eastern Corporation, manuf: cure 
of fine writing papers, fee}; : 
pinch in its pulpwood supply. ia 
taken a full-page advertiseme;; in 
the Bangor Daily News to ecure 
more of the vital product from 
thickly wooded farm lands, 

Copy picks up the head iline, 
“Pulpwood Goes to War,” and em. 
phasizes extracts from a recent 


WMC - Department of Agricy}: ture 
bulletin defining pulpwood cutters 
as eligible for draft defermen; 
under the 16-war-unit plan. 

The insertion further states, “we 
will pay top prices for all loca] ¢: arm 
pulpwood cut, peeled and deliy. 
ered.” 


Cash Register to 
Launch Campaign 


Dayton, O., April 1.—Nationa) 
Cash Register Company in two 
weeks will inaugurate a large scale 
campaign using 329 newspapers in 
285 cities where the company has 
agencies and _  sub-agencies. The 
drive will feature service rendered 
by NCR equipment. 

Initial advertisement has been 
headlined “How fast can you figure 
a war-worker’s pay check?” and 
emphasizes the importance of pay- 
roll machines. Insertions ranging 
from 896 to 420 lines are expected 
to appear monthly for the rest of 
the year. 

N. W. Ayer & Son is the agency. 


Seven Name Walsh 


Walsh Advertising Company, To- 
ronto, has been appointed to handle 
advertising of Burgess. Battery 
Company, Niagara Falls, Ont.; Wm. 
Paterson, Ltd., Brantford; Stan- 
field’s Ltd., Truro, N. S.; United 
Steel Corporation, Toronto; Weston 
Bread & Cake, Ltd., Winnipeg; 
George Weston Bread & Cakes, To- 
ronto; and George Weston, Ltd., 
Toronto. 


The | new 
newspaper 


situation 
in Chicago 


The Sun’s rapid rise and 
acceptance in the Chicago 
morning market are prov- 
ing to smart advertisers 
that: 


—The Sun puts new effi- 
ciency and economy into 
newspaper combinations 
which give complete cover- 
age. 


—With The Sun alone you 
can buy a tremendous im- 
pact against America’s No. 2 
market with a relatively) 
small expenditure. 


CHICAGO'S MORNING TRUTHpope 


THE BRANHAM COMPANY 

National Representatives 

Atlanta, Charlotte, Chicago, Dallas, Detroit, Ka" 
City, Los Angeles, Memphis, New York, St. 1 
San Francisco, Seattle. 
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Starting April 12, Ford Motor Co. will run this bleed spread in national magazines, 
reporting to the nation on its war production. (Story on Page 8.) 
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A poster within a poster is the feature of this painted bulletin displayed by Hiram 

Walker for its Imperial whisky in Cadillac Sq., Detroit. Copy in the usual poster 

panel can be changed from time to time to carry messages on various phases of 
the war effort. Sherman K. Ellis & Co. is the agency. 
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JUG OF SUDS 


Liquid shaving soap, latest addition to 
the line of Seaforth toiletries for men, 
product of Alfred D. McKelvy Co., is 
packaged in a reproduction of an old 
Scotch whisky jug, and will be sold indi- 
vidually packaged or in combination 
with other items in sets. The new soap 
is also packaged in a new stoneware 
cylindrical container for inclusion in the 
Commando kit designed for men in the 
armed forces. 


A reversible banner and replacable cards help make this a 12-month window dis- 
play for Texolite dealers. At the lower left is the home painting kit brought out 
by the manufacturer, United States Gypsum Co., Chicago. (Story on Page 25.) 


DISCUSS CBS PLANS FOR FUTURE 


Attending the first meeting of the Columbia Affiliates Advisory Board in New 
York March 25-26, where problems of CBS and affiliate stations were discussed, 
were, left to right, Franklin Doolittle, WDRC, Hartford; John M. Rivers, WCSC, 
Charleston; H. V. Akerberg, CBS vice-president in charge of station relations; 
C. T. Lucy, WRVA, Richmond; C. W. Myers, KOIN, Portland; Frank White, CBS 
vice-president and treasurer; Hoyt B. Wooten, WREC, Memphis; |. R. Lounsberry, 
WKBW, Buffalo; William S. Paley, CBS president; Clyde Rembert, KRLD, Dallas; 
Leo Fitzpatrick, WJR, Detroit; Paul W. Kesten, CBS vice-president and general 
manager; and Joseph H. Ream, CBS vice-president and secretary. 
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| SCORES OF ADVERTISERS BACK PROMOTION OF 'ADVERTISING'S OWN NUGENT PLAN' 
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pical advertisements by means of which the instelment-buying-in-reverse idea is beina sold to the American public. Most advertisers thus far have merely urged war bond buying for postwar purchases of their 
products, but in several cases priority delivery plans have been set up. (Story on Page 26.) 
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“Before you make up your mind on this job, Mr. Perry | want 
Che 4 to demonstrate our new Sport's Tuna Model.” 
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[ . This is going to be a very different world come victory. New 
~~ ey a ideas, new products, new living habits. 

Pas A ) But, the richest buying market for these new ideas and 

| - new products will, as always, continue to be one comprised of 

} men and women with vision. The leaders in today’s business 

and professional life...the kind of people* who are reading 
Newsweek today for an authoritative view of tomorrow. 

For Newsweek, more than any other magazine, has always 
been primarily concerned with the future. 

News Significance, Periscope, Washington Trends—and 
now Postwar Horizons—are only a few of the many exclusive 
Newsweek features that are bringing tomorrow’s world 
within range of today. 

Are you setting your sights ahead? Are you already ex- 
ploring the postwar sales possibilities of your products and 
services? Then start reaching tomorrow’s richest markets 
—through Newsweek. 


"93% of Newsweek's more than a half mil- 
lion circulation is concentrated among lead- 
ers in business, industry, government and 
the professions ... the highest concentra- 


tion of above-average Americans, per ad- 
vertising dollar, offered by any magazine. 
In 1942, 412 advertisers selling 37 different 


types of products, considered this market 
so vital, they spent $3,906,270 in News- 


r-eek’s pages. The Magazine That Looks Ahead 
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